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‘The 
Merchandising Month 


OST significant figure in 
April statistics reports shows 
an upturn in manufacturers 


sales of refrigerators. April refriger- 
ator sales reported are 212,884 against 
March sales of 174,332. 

These increases over March are 





RETAIL SALES OF HOUSEHOLD APPLIANCES BY INDEPENDENT STORES, 
COMPARED WITH MANUFACTURERS’ SALES OF ELECTRIC REFRIGERATORS 


Retail Sales Manufacturers’ Sales 
(Furn. & Hshid. Appliances) (Electric Refrigerators) 
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shown by the accompanying table to vs. vs. vs. vs. 
be spotty. Retail sales reported, how- States Mar. 1938 Apr. 1937 Mar. 1938 Apr. 1937 
ever, show increases compared to East North Central (4 states) +19.9 —35.2 +45.1 —33.1 
March in four of the five sections. TUE wacwccversccessaesns +234 —18.0 +475 —20.! 
Manufacturers shipments for April to Indiana SPAS ee +23.1 —38.7 +42.3 —38.5 
the states reporting retail sales shows — “ oUlaallas aS eld hi chk Pe ae He ar 
a decline of 37.1 per cent for refrigera- sega ee gts teak eg ‘ =o , Bias: 
tors. The national figure is a decline West North Central (4 States) + 8.0 —15.3 —13 —30.8 
of 36.49 per cent compared to April, lowa ... a +10 —9%6 +29 —I5.6 
1937. Kansas ae + 29 —32.7 + 32 —36.5 
Retail sales on the accompanying wear ' bie “ae re 4 
table show a decline of 24.4 per cent — <2" Tr 5. oe Bac: ‘ Bice. 
as compared with April 1937, an in- South (6 states) .......... —16 —23.1 —16 —23.1 
crease of 7.1 over March 1938. Georgia ... +56 —203 +705 —565 
As explained on this page last South Carolina + 32 —37.4 +23.3 —64.! 
month, these retail figures are gathered oe Macgatnts <ann <a yi “ak 
by the Department of Commerce from Ollehome am ieee —217 263 a 
independent es —— No tl —... ; oe ee aan 33.4 46.8 
Se Ee, Ce CF Cy eee on Mountain (4 states) ....... +114 —21.6 —108 —41.5 
included. The figures include furni- 
ture as well as household appliances. oo , ess ig ee _ . ——_ 
- : , ‘fg ae pa rcs , —I7. —l. A 
The tow puives hese re Fh Montana ..... _ +264 —27.1 —61.7 —T04 
a —s gees Prong Utah ..... on . +O = 25.7 —157 —I88 
— oS ee Se ere, Oe Pacific (3 states) ......... +41 —20.5 — «ihe 
probability being that the decline in 0 tags 
retail sales is less than shown. — ' : a a + 39 —30.8 
It is clear that retail sales are at Wadia ieee ie be ar <a a - 
a much higher rate than shipments ° : : : . 
by manufacturers and that inventories i not akon calmed +71 —24.4 +10.7  —37.1 








are being liquidated. 

Confirmation of these retail figures 
is contained in the reports from two 
Federal Reserve Districts, New York 
and Boston, which report on depart- 
ment store sales by departments. The 
Federal Reserve Bank of New York 
reports that electrical household appli- 
ance sales by department stores in the 
second reserve district show a decline 


PREVIOUS COMPARISONS 


Retail Sales 
3 Months 1938 vs. 3 Mos. 1937 ...... —17.8%, 
March 1938 vs. March 1937.......... —20.6%, 


Manufacturers’ Sales 
—43.8%, 
—51.1% 





LECTRIC washer sales for the increased in April in comparison with 


of 24.3 per cent in April 1938 com- 
pared with April 1937. Inventories 
for the same stores are reported as 4.5 
per cent less than a year ago. The 
Federal Reserve Bank of Boston re- 
port shows that for Boston department 
stores household appliance sales for 
April 1938 are 6.8 per cent below 1937 
while stocks are 17.2 per cent lower. 
For New England department stores 
outside of Boston, electrical appliances 
for April are reported as 19.1 per 
cent below April 1937. Stocks 8.6 per 
cent below. 


first four months show about the 
same percentage of decrease as re- 
frigeration sales. Gas engine washer 
sales are holding up somewhat better 
than electric washer sales, the grade 
of decline being lower for the gas 
engine washer. 

Ironer sales are running at about 
the same rate of decline as refrigerat- 
ors and electric washers. Floor type 
vacuum cleaners are holding up better, 
showing a decline of 26.57 per cent 
for the four months. 

The sale of lower priced washers 


the first three months of this year. 
Washers of less than $50 retail value 
accounted for 31.14 per cent of the 
total sales for April, but were only 
19.61 per cent of total sales for the 
first three months. This indicates that 
washer prices are under pressure, and 
lower priced models are being fea- 
tured, 
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“ONE G-E PRODUCT SELLS ANOTHER” 


*VE been selling G-E appliances for 11 
years and I know what the public thinks 
of them. Sell one G-E product and your 
customer will come back for more, because 
G-E performance lives up to its claims. It’s 
. and 


the greatest asset a dealer can have. . 


the stiffest competition. 


it} 
“Why, I’ve sold over half a million dollars 
worth of G-E merchandise and my territory 
has less than 12,000 families. Once I get a 
G-E Refrigerator in a customer's home, I 
know it will build enough good-will for me 
and for G-E to produce a lot more business. 
I'd never cash in if I didn’t sell the whole 
General Electric line. and it would be tough 


to sell against it. 


;-l 


“One of the things that makes the appliance 
business a headache is service costs. With 
the G-E line they are reduced to a minimum. 
The first five refrigerators I ever sold... 


way back in ’27... are still going strong. 
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They've never needed one bit of servicing 
and they’ve sold more than $3,000 each in 
other General Electric appliances. That's 
what I mean when I say one General Electric 


product sells another! 








“NO OTHER REFRIGERATOR at any price can produce 
more cold, preserve more food, and freeze more ice, for 
the little current cost of a General Electric.” 


JUNE, 


The full line was depression 
INSUTANCE 
“Three years with the refrigerator convinced 
me that G-E products make fast friends. So 
in 1930 I became a G-E full line dealer. It 
was the smartest move I ever made. The full 
line carried me thru the depression years 
with a good volume. If local conditions 
made business slow in one item there was 
always another that had a particularly good 


year and took up the slack. 


G-E quality builds reputations 


“Every G-E appliance I’ve sold has helped 
me build a reputation for giving value... 
and that’s worth everything to me. I was 
elected to the Rotary Club as the outstand- 
ing appliance dealer in town. I joined th 
golf club and the boys there have given m 
most of their business. Three years ago, ! 
built a new home equipped completely wit 
G-E products. Seeing them in use convince 
my friends of the value*in G-E appliances 
And these firm convictions made many siles 


for me. 
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firm in tk 
And that: 
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IN W. E. GILBERT'S SHOWROOM you'll find on display every G-E appliance he sells, 
"It pays to let ’’em see how complete the G-E line is,” he says. "You never can tell what 
their next appliance purchase will be, but the G-E full line dealer can show it because 


G-E makes them all.” 


il f 14 A [004 


‘G-E can’t afford to stand still. The biggest 
firm in the business 4/as to make progress. 


And that means I go to town also. Take this 


=r. 


7 
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year for instance. The new radio is great... 
with Keyboard Touch Tuning, the Beam-a- 
scope and the automatic program Pre-selec- 


tor. I'll sell plenty of them. The new all- 


A PROFITABLE.G-E BUSINESS 4##/t Mr. Gil- 
bert’s beautiful12 room house. Completely equipped 


with G-E products, including air conditioning 
and an oil furnace, it has influenced many sales. 


COMPLETE G-E KITCHENS /tke this have been sold by 
W. E. Gilbert to many satisfied customers who started 
with a G-E refrigerator years ago. 


white line of washers and ironers are going 
to put new life in the sales figures. And G-E 
is pioneering and perfecting new products 
all the time. Things like the Electric Com- 
forter ...a luxury today that’s going to be a 
With a line-up 
Take it 


from me, I expect to do a good volume again 


on ace oO oO ow. 
comm lace tomorr 


like that behind~me, I can’t lose. 


this year ... thanks to the full G-E line.” 


A 


G-E AIR CONDITIONING greatly improved the yield 
and quality of these mushroom beds... made possible 
three crops a year instead of two. Mr. Gilbert persuaded 
the Grocery Products Manufacturing Corporation to call 


in General Electric engineers for this pioneering effort. 


GENERAL 96) ELECTRIC 
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Here's the New York where you talk with 
your hands—a shot of Orchard Street on 
the lower East Side. 


OISHE PIPICK was stroll 

ing one evening when lh 

came upon a pitch man sell 

ng $10 watches for 50 cents. “They 
be any good,” he said to himself 

I won’t let them make a mumset 
mut of me.” 

But the n e listened the more 
he observed that watches vere being 
sold. “They must be stolen. I think 
I'll invest a half dollar,” he thought 

So he bought a watch, but before 


he arrived at the subway, two blocks 
iway, it had stopped Returning, 
Moishe Pipick began shouting for his 
money back “Get out of the 


you're spoiling business,” 


way, 
loppus, 
hissed the pitch man 

my half dollar back and 


quick,” replied Mr. 


“Give me 
I'll get 
Pipick 

All right, here’s 
now, scram! 

Satisfied that he was a big shot and 
nobody could take advantage of him, 
Moishe Pipick sauntered back to the 
| half dollar to 


away 


your 50 cents 


ubway passe T hi 
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By approved dealer plans, Consoli- 

dated Edison, the N. Y. utility, is 

trying to build up dealer prestige 

and profits. E. H. Holmberg con- 
tacts these dealers. 


get change, and to his horror had 
bounce back as counterfeit. 
That is the story of New York 


It’s a saga of smart 
guys taking advantage of smart guys. 
You see fellows renting vacant stores 
week, stocking the windows 
with dresses and people coming in 
to buy, thinking they can outwit the 
salesman on his own ground. 

You see men selling 3-cent neckties 
to birds who figure the stock is either 
stolen or a windfall. You see a popu- 


merchandising. 


ior a 


To give successful demonstrations to 


New York's foreign born, Nellie 
(Petronilla) Snavely had to learn to 
tell her story in pantomime. 


lation accustomed to buying anywhere. 
Men go down the street with thermos 
bottles on their backs selling coffee 
in lily cups. Peddlers sell baked sweet 


potatoes and stewed corn to New 
York housewives; “potato-nicks”— 
buns containing highly peppered 


mashed potatoes in the center—are 
common street food. Most of New 
York’s teeming population was dumped 
on Manhattan Island and went to 
work in some such fashion to first 
earn a living. Of the city’s popula- 


“Think 


tion 2,293,400 are foreign-born, and 
2,787,825 are native born of foreign 
parents, 

Now there are a lot of people i 
New York who are no different than 
those in What Cheer, Iowa, but since 
it is the oddities of a place that mak 
it interesting, your correspondent wil! 
skip lightly over these solid citizens 
and discuss the factors that make New 
York so different a market for elec- 
trical appliances. We hinterlanders 
take off our hats in awed silence when- 
ever New York is mentioned. That's 
the town where they really know how 
to swing big deals, we murmur. Bu 
once you have given the big city 4 
going over like the writer did, the 
dealer in Bow Legs, Oklahoma, may 


consider himself doing very well 
indeed. 

Let us call to the stand our first 
witness—Petronilla Marie Snavely 


who went down to New York fro 
Chicago as home economist for Rex 
Cole, Inc. 

“When I first gave a demonstratio 
for the big time. I put everything 
had on the ball,” she tells Electrica 
Merchandising. “It fell flat, all m 
slick new ideas, all my clever menus 
all my smart performance was wm 
appreciated. Then I got hep. Mos 
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of my audience was composed of 
people who had learned English. 
Now one of the tricks of a foreign 
language is to pretend you understand 
when you don’t. Those women all 


and 

looked at me and nodded, but only 

ign aes . ats 
half of what I was saying was getting 

_; @ across. Then I began pantomime. | 

hang Would lean on an electric oven to 

nce S80w it wasn’t hot, I would invite 


ake @ Woman up and demonstrate to her, 


wil I went in strong for showy garnish- 
ens NS: You have to talk with your 
Jew Sands in New York, because there 
Jec-§ 2™€ SO many people and so many 








"Get to the point 


nationalities that otherwise you are 
not understood.” 

New York is filled with family 
dealers—places of business where 
father, mother, sister, son and 
nephews all take a hand. With a 
clientele that is accustomed to take 
a list price as merely a figure to cut 
under, it follows that big trade-ins 
and price slashes on this or that pre- 
text are the order of the day. Bum 
deals are accepted without bother of 
a credit checkup, purely in the hope 
that they may slip through the finance 
house. 

Retail salesmen down there can get 
20 per cent commission, and it is no 


(Please turn to page 6?) 
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HOW YOU BARGAIN IN NEW YORK 

About one word in five spoken in New York trad- 
ing is Yiddish. The uninitiated is bewildered by the 
constant jargon. Here are some of the terms used 
and their English meanings: 


YIDDISH WORD 
Shlemil 

Doppus 

Makker, Macher 
Dreck 

Schmoos 
Futz/putz 

Mumser 


Shamas 


Moishe Pipick 
Chayam Yankel 
Shimshe Rice 


ENGLISH MEANING 
punk 

clumsy oaf 

big shot 

dirt (merchandise) 
talk 

monkeying around 
heel 


janitor (or anyone that 
does the dirty work) 


Joe Doakes, Joe Blow, 














New Yorkers pin their faith to na- 

tionally advertised brands, you 

notice. Here is Jess Goldberg's 

store on Hester street, selling to 
21 nationalities. 


EXTREME LEFT 
Typical dealer of New York, Jess 
Goldberg survives in competition 
that often gives away all its dis- 
count "except the 2 per cent for 
cash.” 





ae. Se lhere’s Anothe 


YT RICTLY cing the impor- 
market which 


| 
ork metro- 


makes up the New Y 


olitan territory, is not in New York 
it all. The island of tall buildings, 
from the slums which nestle in the 


shadow of tl rid’s financial market 


to the penthouses and duplexes on 
Park Avenue and Riverside Drive, 
s an island, not of homes but of 
iff-dweller Che business man who 
ves on Manhattan Island goes home 

night to a building which does 


tt differ materially from the one 
he just left Because of its location 
the islar 1 il d | ause beds ind 
hen te i | tas take up room 
in the interior instead of desks and 
el chain ind typewrite it 1 

} But the buildings themselv 
ear anywhere trom f t rty-hive 
ric hig and are mstructed ot 
a teel i 1 stone ind glass 
at goes into the skyscraper The 
ame type of elevator takes him up 


‘ 


wiftly and dumps him at some cubby- 


ole where his view of the East River 


wr the Hudson or Central Park is 
the only distinguishing characteristic. 
Here is no lawn to be cut, no garden 
to dig in, no garage, no workshop 
Here even is no neighbor because 
irely does the ipartment dweller see 
hear of “the people next door.” 
Here laund: sent out or a Negro 
iid brought in Or, as is the case 


n the thick forest of the Bronx a 

ill kitchen is equipped with set tubs 
vhere washing may be done by hand 
ind strung on a line in that same 


vashers and ironers 


vere feasible and appealing appliances 
to the cliff-dweller, no space has been 
provided for then 

80th floor of the 


gut go up to th t 





lords 


Stern's 
site Bryant Park and the Public Library. 
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it over 


Empire State Building or to the 
observation tower of the Radio City 
and look around you. ‘Those vast 
reaches, beyond the encircling rivers, 


which seem to exist in a perpetual 


haze—that is the New York market. 
Jecause the New Yorker is a com- 
muting animal, Subways scream 
through underground and on high 
trestles taking thousands to Long 
Island; trains streak from Grand 
Central with more thousands for 


Westchester and the borders of Con 

necticut ; disgorge load 

load onto trains in New Jersey which 

them at different 
subways 


ferries after 


scatter hundreds of 


communities ; more roar 
under the rivers with capacity cargoes 
for Brooklyn and Queens. And this 


vast exodus by train and trolley, by 


bus and bridge and car and ferry, 
by subway and by elevated, empty 
their hundreds of thousands daily in 


which differ not 


, 
little 


a whit 


communities 
from communities and sub 
urbs flanking any major city of th 
country. 

That is the 
market. That 


cent of 


New York 
is where 75 to 80 pe 
all the appliances are sold 
and you have that on the authority 
t the big appliance merchandising 


appliance 


yperations of New York City prope 


Because, despite the number anid 
efhciency of the dealers serving thes 
hundreds of 


New York, a 


business is 


communities outside of 
tremendous volume of 
done on Manhattan. 
People are accustomed to shopping in 
New York 
of goods and services than almost any 
other place you can bring to mind— 
ind all concentrated in an area of a 
tew square miles. 

Prime movers 


It offers a greater variety 


of electrical merchan- 





42nd St. oppo- 








One of the seven Hub Vacuum Stores in 
New York. Here a big volume in cleaners 


exclusively, 





“It's Smart to be Thrifty" is up in big 
letters below the famous Macy name on 
their new building. 


JUNE, 





dise are the department stores. Ann 

appliance volume may run anywher 
from $250,000 to $1,000,000 a yea 
One department store alone did 

volume of $927,000 last year on r 
frigeration, washers and ironers. This 
was a special promotion announce 
with full page ads in 24 papers i 
the New York territory. The firs 
day’s sale accounted for 507 refrige: 
ators and by the end of the wee! 
1,173 had been sold. The year’s tota 
was 7,217 refrigerators and 2,27| 
washers and ironers. That’s just t 
give you some idea of the way maj 

appliances can move in New York 
City. 

Five New York department stores 
do the biggest job of appliance sell 
ing: Bloomingdale’s, R. H. Macy 
Hearn’s, Gimbel’s and Wanamaker’s 
And, according to private estimates 
that is about the way they rank 
Stuck favorably on the New York 
end of the Queensboro bridge, major 
traffic artery to Long Island, Bloom- 
ingdale’s take advantage of their pos 
tion to do an active selling job to th 
entire island. Built up under Dave 
Edelmuth, one of the country’s smart 
est merchandisers, the Bloomingdak 
operation takes up half a floor in thei: 
new building and is under the preset 
direction of Phil Duboff—Edelmut 
having gone over to AMC. Privat 
brand merchandise (AMC) is prom 
nent in displays because in New Yor 
department store appliance mercha' 
dising, the private brand is numbe 
one way of meeting price competitio 
Over in Macy’s it is the Supre-Macy 
refrigerator; in Gimbel’s it is th 
Sears-Roebuck Coldspot, handled 01 
an exclusive basis; in Hearn’s it 


the Ice-O-Matic, similarly on an ex- 


clusive basis. 


Hammacher Schlemmer have a swank 57 
St. hardware emporium as well as 2 mé 


store downtown. 


1938—ELECTRICAL MERCHANDISING 


























Sut list 
major app 
With simil 
in Newark 


he is ina 
“New Y 


market,” he 
a private b: 
can handle 
are out. © 
Mf refrigerz 
cleaners, w 
the dealers 
and suburbs 
part of the 
will cut a 
sale away f 
ment store. 
of getting 
machine thz 
maintained 
to use uS a 
“Of cour 
make any 
alone. Mo 
bring the 
and step | 
wackets. JT 
m here at 
very succe: 
$99.50 refri 
43 per cer 
higher-price 
ff major ¢ 
refrigerator: 
leaners—ar 
system, Ti 
The Gim| 
appliances, « 


be dependin 


ine, with 1 


(Plea 







4 


ingdale's get 
ing trade. 
ocks from QO 


LECTRIC 



































But listen to Emil Bacharach, 
major appliance buyer at Gimbel’s. 
With similar experience at Kresge’s 
in Newark, N. J., and at Hearn’s, 
he is in a position to know. Where the big de- 


“New York is primarily a price 





market,” he says. “If you don’t have par tment stores 
a private brand or some machine you ‘ 
can handle on an exclusive basis you and specia It y 


are out. On most of the major lines 
{ refrigerators, washers, ironers and 


shops aim at 


‘leaners, we have to compete with ° 

the dealers in the various sauiniitien t h © app I lance 
and suburbs which constitute the real mar k et across 
part of the New York market. They 

will cut a price any time to take a t h e rivers. 


sale away from a New York depart- 

ment store. The only way we have 

f getting around it is to sell a 

ik. machine that we know price will be 

tk@ maintained on or get a private brand 
to use us a price leader. 

“Of course, you are not going to 

make any money selling on price 

alone. Money is made when you 

WV ring the customer into the store 

‘Hand step him up into the higher 


ale brackets. That’s the theory we work 
e n here at Gimbel’s and it has been 
ent very successful. We advertise a 











1th #8 $99.50 refrigerator, for instance, but 
ate™43 per cent of our sales are on 

higher-priced models. Our displays 

f major appliances—whether it be 
ai-@ refrigerators, washers, ironers or 
be leaners—are all predicated on that 
.@system. Take a look for yourself.” 
AC The Gimbel system: Banks of six 
the B appliances, or seven as the case may 
onfibe depending on the number in the 
ne, with the price leader centered 
Please turn to page 64) 


No need to talk with your hands here— 
the Fifth Avenue shopping district looking 
north from 48th Street. 











Emil Bacharach presides over the Gimbel 
appliance business as he did over Hearn's 
and Kresge's in Newark. 















| 
| —— 
ae ge 
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ingdale's gets the big Long Island Laundry equipment goes big at Bloom- Here's a Gimbel trick: Taking the sign off 
ting trade. It's only a couple of ingdale's— a situation which few other the top of the box and tacking it inside 
iocks from Queensboro Bridge. Manhattan stores can boast. the door. 
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a\ 


(above) Mr. Mason gets a list of cold 
he has to make—and, no 
they are regular names—not a 


turkey calls 
fool\ 
set-up among them. 


\KING a list of ten prospects, 
George W. Mason, president of 
the Nash Kelvinator Corpora- 
tion, popped his black felt hat on his 
head one day in Lincoln, Nebraska, last 


month and started canvassing house- 
to-house 
Like the ymbolism of mediaeval 


days, the Nash-Kelvinator 
tion felt that the sight of its executives 
performing thi 


Lor pr ra- 


s keystone chore of ap- 
would remind the 15,000 


ho are selling its wares of the 


pliance selling 


people W 


ancient fundamentals ot the business 
So that was whv Mr. Mason was dow 
on Sewell street ring ng the doorbells 
ot the ( _ t and 
Viola | ‘ 

Ba ful y la pushe 
first doorb He had not sold sine« 
North Dakota 1) The Lincoln 
housewife pened the door saw 


a rathet plump rentleman She lic 
tened And when Mr. Mason 

pleted eight calls he 
might lead to the 


com 
had dope that 


ale of two refrigera 


tor 1 washer suspect and | bly a 
ral t it L 

The country, in a year like 1938 
needs a ement to get salesmen 
tarts Canvassing agai Mz M ison 
told El rt ler hand sing loo 
few sal in plan the time, too 
many ft into the store to spend the 
lay With appliances, you have t 
- you ge t the prospect 

nst intly ind incessantly 


Most of the 1938 refrigerator vol 
ume M Mason estimated, would 
come from that strata of the popula 
tion wl t saturated. Trade-ins 
will play an increasingly larger part 
of the picture, and in a year or so we 


will see a blue book. 
Lincoln trotted out its “wh« 


, + ” 
»S Whos 


Nash-Kelvinator launch 


ing of the ilesman’s crusade” May 
18. Governor Cochran, Mayor Oren 
S. Copelar ind chamber of com 
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first doorbell. 
Guenzel, Lincoln, stands back to help if 


Lou Gillain. 
Co., gets | 
Schmoller-M 
and Elmer ¢ 








(Right) There goes Mr. Mason on his 
T. J. Morris of Rudge & 


he gets in any deep water. The Krueger 


H. C. Fauss, 


rv", 


| 


— 
7Y -ea 








Rudge 


dealer 


& Guenzel, Lincoln Kelvinator 
was aflutter with flags in honor of 
the visiting celebrities. 


merce listened to the 
arguments, heard 
the proposition that each man make 
10 calls a day, a task that would even- 


_ 


tually result in 7,200,000 calls as esti- 


dignitaries all 


| ” 
sales mean jobs 


mated by Kelvinator’s H. W. Burritt, Bs 

ind do much to lead the country out F ff 

of a depression and create new jobs. j 3 
Host to the visitors was C. L. Car George W. Mason of Nash-Kelvinator makes a speech. Listening are ' / 

per, president of the Sidles Company, Governor Cochran of Nebraska. C. L. Carper of Sidles Co., H. W. Bur- The Kansas C 

distributors. The 400 attending can 


ritt of Nash-Kelvinator, and R. J. Cameron, sales manager of appliance 6 ensiliein 
division. C PP 


vonover; and 


from five Missouri River states 
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Lou Gillain, sales manager, appliance division, Sidles 

Co., gets hold of some good men—L. P. Weber of 

Schmoller-Mueller Co., Omaha, E. W. Banse, Omaha, 

and Elmer C. Wild of Ashland Hatchery Co., Ashland, 
Nebraska. 





The Krueger Electric Co., Norfolk, Neb., arrive in force: 
H. C. Fauss, R. J. Krueger Kenneth Strather L. J. Segrist 
and Paul Baumann. 





Retail salesmen from Nebraska: A. L. Anderson, Axel 

Sidwell, Holdrege; U. C. Brithaupt, Alma; V. H. Gut- 

scher, Franklin; Milton Hedstrom, Holdrege; Myron 
McCue, Kearney. 


Pierre Miles, Nash-Kelvinator range sales manager, G. F. 
Stevens, Allied Stores and E. E. Bailey of Rudge & 
Guenzel, Lincoln. 


Vean JOBS” 


Kelvinator Executives Open Doorbell Pushing Season 





The Kansas City crowd: H. L. Schmutz, dist mgr. house- 
told appliances; S. H. Richards, V. P. Richards & 


Conover; and M. S. Bandoli, mgr. south central region. 
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A Topping of Sidles Company had as his guests two 
refrigerator hot shots, Miss Esther Thostesen and J. K. 
Berg, manager, Schmoller-Mueller of Grand Island, Neb. 


1938 








"Hike" Newell, of the Nash Kelvinator adv. agency gos- 
siped with E. E. Bailey of Rudge & Guenzel, Lincoln. 


Sam Mitchell, Nash-Kelvinator advertising chief, 
of course talked to Lincoln advertising men. 





Here you have G. E. Fuller of Grand Island, Neb.. 
Harry B. Harris of Fairbury and his right hand man 
J. N. Chaney. 
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PLAN “A"—A long, nar- 
row store will seem wider 
if one side wall is painted 
a contrasting color and the 


floor black. 
































PLAN "B"—The propor- 
tions of a long, narrow 
store can be seemingly im- 
proved if the back wall is 
painted a contrasting color 
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DRAB _ shabby _ background 
makes even the smartest stream- 
lined range or refrigerator 


look sad and embarrassed. As a mat- 
ter of fact, it’s time to start prac- 
ticing what you preach. Modernize 
your store and you are apt to get a 
better hearing from women when you 
say, “Modernize Your Kitchen.” 

Since electrical appliances are so 
beautifully streamlined the store in- 
terior as a rule should follow the 
same theme. 

There may be exceptions to this 
rule. In some smart suburban neigh- 
borhoods, it’s just possible that you 
may want to go colonial. This might 
mean completely pine paneled walls or 
possibly just a wainscot 40 or 50 
inches high. Done in vertical tongue 
and groove boarding it’s a compara- 
tively inexpensive operation. If the 
wainscot is used, an authentic colonial 
scenic wallpaper might cover the upper 
walls with a cornice at the ceiling line. 
The paneling may be given a natural 
finish or may be painted. Such a 
setting, of course, will call for maple 
furniture. 

Attractive though such a setting 
would be it will be only the excep- 
tional store which can use it. Most 
stores should be logical and follow a 
modern plan of decorating with inter- 
esting color effects, tubular chairs of 
the type so popular for kitchen use 
today and chromium trimmings. 

Color is principal tool. In decorat- 
ing, color is the principal too. It may 
be expressed through paint, linoleum 
wall surfacing, micarta, formica, tiles, 
wall board and a dozen and one other 
materials but always the color is more 
vital from a sales point of view than 
the material. 

Through color, you can establish a 
mood, you can seemingly modify the 
size and shape of the store, you can 
make the most of the natural and 
artificial light and finally you can 
testify to your own alertness to style 
trends. 

Colors divide into two main classi- 


teccce. 











SALES I 


fications—warm and cold colors. The 
warm colors are those derived from 
and related to red and yellow. They 
include all such variations as apricot, 
peach, pink, plum, cocoa-brown, etc. 
They are good sales colors, because 
they create forceful and pleasant emo- 
tional responses. 

However, there are cases where it 
is desirable to use cold colors or those 
related to blue and green even though 
they tend to be passive. For instance, 
if you want your display room to look 
larger, then colors are desirable. Or 
perhaps you feature refrigerators, then 
cold colors are more appropriate be- 
cause of the related psychological re- 
sult. Again, if yours is a hot climate 
a choice of green, blue or grey for 
walls is inevitable if you want your 
customers to forget the heat of the 
day. But in any case if you use 4 
cold colored background introduce a 
red accent. The baseboard may be 
red, upholstering on chairs may bi 
red and if there are only two front 
windows, red venetian blind back- 
drops may be used. The red, oi 
course, is used in order to introduce 
an active element. 

Light tints will not only make a 
small shop look larger, but they are 
the best light reflectors. 

Yellow and white are first choice if 
you are trying to make the most of 
your light. But white especially in- 
troduces a problem. Since all major 
appliances are white, they do not ap- 
pear to best advantage against a white 
wall. This, however, is easily 
remedied. 

In Plan D paint a medium dark 
dado 40” high around the base of roon 
against which to silhouette appliances 
divide it from white upper walls ; 
ceiling with a 3” contrasting band 

Here are some color suggestions {0 
this plan. 

40” dado 3 inch border Upperwa 


1. French blue red white 
2. Coral blue white 
3. Cocoa grass green ivory 


4. Turquoise chromium band white 
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If you are re-decorating, here are some 


up-to-date color arrangements that will make 


your store as modern as its merchandise 


By Mary Davis Gillies 


Home Furnishing Editor, McCall’s Magazine 


Still another way of handling this 
situation would be to grade through 
two values of one color in the lower 
part of the room and into white above. 
Thus you might have dark blue, grad- 
ing through to light blue, then white, 
or dark green, light green and white. 
The color when applied this way may 
shade gradually or there may be a 
definite division between each color. 
In this case a metal molding or a half 
round separating each color helps give 
a finished appearance to the wall. 
Plan E. 


Break Up Areas With Paint 


In a small shop it is wise to paint all 
of the walls the same color and a light 
color at that as this will make the 
space seem larger. To create an illu- 
sion of space grey, grey-blue, ice 
green and other tints of cool colors 
are the best though yellow is satis- 
factory also. 

If the store is a large one, interest- 
ing variations can be had by painting 
walls different colors. 

In a long narrow store for instance, 
me simple plan of seemingly reducing 
the length of the room is to paint the 
back wall a strong contrasting color. 
Plan B. For example, the side walls 
could be beige, grey, light blue or 
ivory and the back wall could be 
painted Chinese Red or Tangerine. 

Still another way of modifying the 
proportions of a long narrow store is 
to paint one side wall a different color 
than the other three walls. Plan C. 
In this case, however, instead of using 
a strong, advancing color such as red, 
use a cold receding color. For in- 
stance, the one side wall can be painted 
French grey and the other three walls 
yellow, peach or Blossom Pink to get 
the proper effect. 

Still another dramatic scheme for a 
long narrow store would result from 
painting the side walls a dark elephant 
gray. Use white on the end wall and 
ave it spot lighted. Follow this gen- 
tral scheme up with white woodwork, 


Pe meeees s&s 


ceiling and venetian blinds and the 
greenest painted or linoleum floor you 
can find. This may be a startling 
setting, but it is an excellent one for 
white appliances. 

Incidentally, in addition to modify- 
ing the proportions of a store contrast- 
ing wall colors offer an excellent mer- 
chandising device. Refrigerators, for 
instance, can be displayed against one 
color and ranges against another. 

A large square store not broken by 
partitions offers still another problem. 
In such a store slightly darker values 
may be used. By painting different 
walls different colors it is possible to 
divide the space into units. Usually 
walls painted the same color adjoin. 

Here are two plans developed in this 
manner: 

A. Wall with entrance door and 
one adjoining wall—Yellow 
Back wall and adjoining wall 
—Grey. 

(Note: Back wall may be 
Tangerine. ) 

Floor—Black 

Ceiling—White 
Woodwork—Grey 

B. Wall with entrance door and 
adjoining side wall—blue grey. 
Back wall and side wall— 
Flesh or peach 
Woodwork — Matches wall 
where it is located 
Floor—Blue grey 
Ceiling—Flesh tint 

Outlined as these plans are here 
they may seem complicated. However, 
in the hands of a competent painter 
they could be easily executed and at 
very moderate cost. 

Even though some unusal plans have 
been outlined here it is by no means 
necessary to juggle your colors. The 
most important thing is to keep the 
interior of a shop selling kitchen and 
laundry appliances, refrigerators, 
ranges, washers, ironers, water heaters, 
etc. freshly painted and glowingly 
neat. It shows the equipment at better 
advantage and helps a woman visualize 
the piece in her own home. 
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PLAN "C"—A square- 
shaped display space will 
seem less boxy if the walls 
are painted different col- 
ors or variations of the 
same color, 





PLAN "D"—In a store 
where you wish to conserve 
light but show appliances 
against a dark wall, use a 
40-inch dado of dark color 
with light above. 









































PLAN "E"—Walls shading 
from dark near the bottom 
to light as they reach the 
top are excellent color 
schemes for the appliance 
store. 
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Be sure the gasoline motor on the 
washer you sell bears this trade- 
mark—known the world over for 
dependable, economical power. 
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ALTER WINCHELL at his key 

hole set a style for writers 

who cannot get to the pub- 
lic with the flash news. By the time 
this magazine is in your hands the 
laily press will have told you of 
National Washer-Ironer Week to be 
held October 23 to 29. 

So we follow with the over-the- 
transom news of what it is all about, 
the low down on a proposition that 
is sound as a nut. 

Just the other day a snowy haired 
distributor waggled a pencil as he 
said: “Young man, I’ve lived through 
several depressions. I can remember 


1893, 1907, 1914, 1921, 1929 and 
1932. I’ve learned that business is 
never bad on everything. For in- 





Association President 


W. NEAL GALLAGHER says: 


“We are going to supply every 
dealer with streamers adver- 
tising national washer and ironer 
week. We plan to make every 
housewife conscious of the pos- 
sibilities in connection with the 
purchase of a washer or an 
ironer. The idea we plant is 
bound to sprout, and bring a 





harvest to those who cultivate 
their opportunity. 

“With a business pick-up prom- 
ised for the fall, this activity is 
certain to go over far better 
than now anticipated. The thing 
to do is tie in with it now, get 


the ball rolling.” 











stance, shoe polish sells beautifully in 
depressions because people _ shine 
their own shoes. Cobblers do a thriv- 
ing business, families buy mason jars 
in which to put up fruit. Washing 
machines are depression merchandise, 
for they permit folks to make their 
laundry money go further.” 

When washer sales recently toppled 
to 40 per cent lower than the 1937 
top, head wagglers murmured some- 
thing about the washer losing its 
hard times rabbit’s foot. 

This can be refuted by any kind 
of a side glance at the record. Fully 
44.5 per cent of America’s wired 
homes have no washers. Of the 12,- 
645,963 in use, fully 3,700,000 are 
worn out, if Professor Bill Shaw’s 
January, 1936, estimate is still good. 
Of these 12,645,963 washing ma- 
chines in use, it is estimated that 
4,131,230 sold prior to 1930. Further- 
more, the lower income groups can 
make a washing machine pay out as 
well as the Park Avenue Peabodies. 

Like the reindeer to the Eskimo— 
which supplies milk, meat, clothing 
and locomotion—the washing ma- 
chine is doubly precious to the lower 
income group. In a pinch it can 
become a bread winner, in tough 
times it stretches the families laundry 
budget and lengthens life of clothes. 


All right, what has been the 
trouble? Why has Secretary Joe 
Bohnen’s sales chart been going 


down, down, down? 


The answer is, say the experts, 
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too much $39-itis. Too many ma 
chines have put on the market 
at a price that didn’t pay the retail 
salesman for the shoe leather he wore 


been 


out. Too scant commissions. Of 
course there was hollering in the 
newspapers, and _ theoretically the 


public would rush into the store to 
buy the cheap machines, but you 
have only to look at the charts to see 
this didn’t happen. 

Slowly prices have inched upward, 
but retail salesmen haven’t inched 
back to their old outside washer sell- 
ing habits. In all too many places 
of business the washers and ironers 
have been something to throw over- 
coats and literature upon. Today, 
with washers back to a_ respectable 
average retail price of $75.58, there 
again is a commission enough to 
make canvassing worth while. How- 
ever, noboby has called the sales- 
men’s attention to this detail. 

The American Washing Machine 
Manufacturer’s Association in de- 
claring National Washer-Ironer 
Week, October 23 to 29, hopes to set 
off a bomb that will awaken the trade 
to these facts: 

1. The item which 

may be purchased profitably by 

100% of America’s homes—both 

wired and unwired. Clean 

clothes are a daily necessity. 
2. Average prices again permit 
profitably outside selling. 
3. A lot of old machines are ripe 
for replacement. 


washer is an 


1938 


on 


4. 1938 models—compared to the 
10-year-old stutf—have as many 
features as revolutionary as four 
wheel brakes were in automo 
biles. They permit a great side 
by side demonstration. 

. Washing machines easily 
portable. The basement is the 
easiest room in the house to get 
into for a demonstration. 

6. The washing machine is a dol- 
lar stretcher—it makes a man’s 
salary go further, good times or 
bad. 


wn 


are 


In choosing a week to put over this 
thought, the association is following a 
time honored and successful practice. 
Ever since Don Francisco piled up 
boxes of oranges in grocers’ windows 
and persuaded the public to buy them 
by the dozen instead of by the orange, 
weeks have been popular. 

Psychologically something 
in the week idea similar to a tug of 
war. Five men pulling on a rope de- 
velop much greater heft and power 
than they would pulling on separate 
ropes. In a drive, a week, the action 
of men working together gets action 
that no separate activities would ever 
produce. 

With the nation plastered with 
streamers and window displays calling 


there is 


to Grash the Big Time 


With higher prices, 
better profits, dealers 
and salesmen should 
cash in on the public 


attention to be focused 


National Washer- 


Ironer Week, October 


23rd to 29th. 


attention to washer-ironer week, with 
manufacturer publicity breaking, with 
salesmen going out to “do or die for 
dear old Rutgers” spirit, there is 
certain to be a lively curiosity on the 
part of the public to know what all 
the shooting is for. Curiosity can 
mean sales, 

Artfully President W. Neal Galla- 
gher has set the date for the week— 
October 23 to 29. It will be Indian 
summer and swell to get out of doors, 
under the brightly colored leaves. 
Autumn, with housewives about to 
put their families in winter clothes, 
to change curtains and beds, causes 
the laundry work to surge up heavier 


than ever. 

Laundry work we have always 
with us. That writer who said, 
“Times were so tough that people 
made a living by taking in one 
another’s washing” spoke a_ funda- 
mental truth. Washer week is a 


natural in its promise, provided it is 
merely given that precious co-opera- 
tion in each of the 25,000 or more 
outlets in the land. 

Next month Electrical Merchandis- 
ing will acquaint you with displays 
and opinions and plans put forth by 
washer manufacturers at their June 
15 association meeting. 


‘<i a 
= ha se 





JOE BOHNEN 


secretary, American Washing Machine Manufacturers Association 
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MAYTAG$ 











@ It’s no one-time shot, this Maytag 
advertising. Starting in May, it keeps 
pounding away month after month. 
You'll see it in magazines—you'll see 
it in rotogravure, in farm papers, in 
newspapers! It’s big-space, sledge 
hammer selling that’s bound to stim- 
ulate sales. 

With the help of this advertising 
Maytag dealers will continue to show 
their heels to the whole field. It’s a 
three to one bet—a bét that gets bet- 
ter year after year. 


LET MAYTAG ADVERTISING 
WORK FOR YOU 


Take on the Maytag line and you will 
have the jump on the field. Maytag 
is the best-known name, the best- 
known value, and the best money 
maker in the industry. Add to these 
advantages an advertising campaign 
that paves the way by opening purses 
in every price class, and a plan of real 


cooperation—and you'll understand 


why Maytag dealers are going to hold 
that three to one lead in 1938! 


Wire or write THE MAYTAG COMPANY, Newton, lowa, today, to get the details. 





—< 
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ndustry s Maggots 


HIS is the most essential but 

undoubtedly the most useless 

article | have so far written. It 
is like shooting in the dark. Like 
plopping in the ocean. Like butting 
one’s head against a stone wall. 

This electrical appliance industry is 
being maggotted by a lunatic fringe 
of pilferers who are prostituting its 
enduring interests through chiseling, 
price cutting, gypping that is injuring 
everyone; and no one more than the 
customer, the earnest merchant and the 
sincere appliance salesman 
living for today 


They are 
trying to hog 

it all, with the most unreasonable of 
price concessions which the great mass 
of honest distributive factors find 
themselves powerless to control 

These selfish malcontents should be 
plucked out, swatted, hung by a halter. 
rheir only interest is themselves, and 
today. They don’t give a damn for 
anything else than a swift clean up 
and a fast get away. They aren’t in- 
terested in advancing a great market 
opportunity, in the creation of greater 
customer good will, in the permanent 
enrichment of homelife. They want 
to capture today’s pittance . . . to 
hell with what happens tomorrow, or 
to the rest. This lunatic fringe should 
be placed in some economic insane 
asylum. They corrode the driving 
desires of those around them who want 
to do business honorably, profitably, 
and sanely. We put those who are 
socially dangerous away. We limit 
their contact. Why can’t we put these 
birds away who take such selfish 
advantage, make all of us bend our 
courses destructively, cause suffering 
from the loss of a just salesman’s 
earning power, or a merchant’s essen- 
tial profit possibilities jut it is use 
less, I guess 

Funny thing is that in times of 
recession with withering payrolls, they 
do their, most successful and nefarious 
work. The public responds to some- 
thing for nothing, or a lot for a little 
appeals. And so they go to it, with 
high pressure adjectives and a blat- 
antly bargained price to get the name 
on the dotted line without any con- 
siderable thought that they are selling 
more than a product that they 
are selling customer satisfaction. By 
such mesmerism, a sale can be pro- 
duced; but when the consumer wakes 
up, she will be so angry with her 
own product dissatisfaction, that she 
will seldom darken such an insincere 
sales door again. 
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lhis lunatic fringe is, of course, 
not indigenous to the electrical appli- 
ance industries. It occurs everywher« 
in business where a minority want to 
trade on an honestly built market op- 
portunity. They win for the moment, 
cut their throats in the end; but they 
certainly are the burr under the mer- 
chandising tail while they are doing it. 
Such as they can be found among 
manufacturers, distributors, merchants 
and salesmen. 

You can always predict when their 
ruining activities are about to appear. 
Flash back to our January issue. 
There, in an announced April article 
of mine, we foretold the condition 
that would occur in advance. No for- 
tune-telling about it—markets were be- 
coming more saturated, inventories 
were high, recession was on, labor 
troubles were temporarily cutting buy- 
ing power. Thus, this lunatic fringe. 
pressed to survive, started their price- 
cutting work, and it was seen months 
in advance. Here are some examples 
from the past weeks’ mail of the effect. 

The sales manager of a prominent: 
Eastern utility with some 700 dealers 
under his wing, writes as to what 
can be done to control the price chisel- 
ing of his territory where markets 
are being demoralized in a manner 
to throw many real merchants out of 
business, unable to survive the con- 
sequent loss of profits and prostitution 
of good will for the lines carried (built 
up at a real promotional investment 
over a number of years) that sales 
have dropped through legitimate chan- 
nels alarmingly. Jerry Weston of 
Kansas City has the answer, but it 
takes a brain such as his to get such 
a plan into operation. It was an 
Electrical Merchandising sponsored 
operation. For you who in each terri- 
tory or city are bothered this way, 
go back to our March issue and 
read it. 


MRS. KILPATRICK from Penn- 
sylvania writes to declare that she 

feels herself cheated in that she bought 
a 1937 electric refrigerator in May of 
last year which is now being offered 
at $60 less. She is profoundly in- 
sulted by the fact that a salesman 
called to attempt to sell her another 
appliance under the same brand name. 
“The product is alright,” said she, 
“but how can I be sure that I am 
not again being taken in. I'll buy 
some other, or wait until next year.” 
Customer satisfaction lost! Sales 


By Gerald E. Stedman 


Price chiselers are ruining the honest 


dealer, the sincere salesman and alien- 


ating the goodwill of the customer 


held up! Just because manufac- 
turers had heavy inventories that were 
dumped at price concessions, and then 
continued to manufacture last year’s 
models to move at bargain, if not 
distressed prices. Well, you can make 
a sale, but you can’t build customer 
satisfaction for a group of appliances, 
sold consecutively over a term of 
years that way. There must be some 
price stability but how to lasso 
this lunatic fringe? 

Comes a letter from a government 
official who asks if price chiseling can 
be done in times of economic stress 
in the appliance industries, why it 
cannot be done all the time? Here is 
a challenge to the value of our entire 
distributive system. The thought of 
some brain-trusting radicals is that 
retailing costs are too high; that by 
their lowering, a greater buying 
power can be thrown into the pos- 
session of goods. They forget that 
the legitimate merchant and salesman 
who bring such enriching appliances to 
neighborhood homelife and the edu- 
cational contribution of the appliance 
salesman in encouraging buying ac- 
tion, are as important as the product 
itself, and should be as properly re- 
warded. If all the retail salesmen 
of this country lost their jobs, merely 
to cut out that part of distributive 
expense, then we would have a swell 
relief problem—since it takes two 
men to sell what one man can now 
produce. Well, these chiselers are fur- 
nishing a good example to bring such 
a catastrophe into being. 

And there is Sam Kettlewell of 
Illinois, a real retail salesman with 
conviction of the high calling of his 
profession, who knows how to sell 
quality merchandise at a fair price. 
but who has been lately beleaguered 
by the selling organizations of com- 
petitors who surround the merchant 
he represents. Because such competi- 
tors have bootlegged an inventory 
that they are dumping at distressed 
prices, he has suffered a lower ratio 
of closures to neighborhood prospects 


He has a family. The children need 
clothes. He has insurance and food 
and rent, and all that galaxy of living 
expense. He tries to do a selling job. 
But as fast as he rustles around and 
gets near a close, these competitive 
vultures with their cut prices, swoop 
down to the close. He asks, “What 
should I do, get out of this selling 
business?” So, such chiselers are 
forcing the real producers out of the 
appliance field. Hell of a note, say |! 

After all, there are a lot of pseudo 
salesmen in this business who should 
be booted out if they stop such “Sams” 
from performance. Dangling a price 
concession unreasonably before the 
prospective buyer, they run away with 
the bacon. But not for long! 


ALESMANSHIP doesn't alone 

mean the persuasive ability to in 
duce the purchase of a product. It 
means the ability to sell an equitabk 
price that will reward the salesman and 
the merchant for those services which 
are distributively essential. The sale of 
a right price is as important in selling 
as the ability to effectively dramatize 
the desire for the featured values of 
the product itself. The screwiest lack 
of salesmanship is that of selling a 
price and trading on the built-1 
preferential recognition of a brand 
name that permits one to get away 
with it. Appliance selling is 
worthy profession, not a pain in tlie 
middle of the public square. 

Last of this “Miserere’ chorus 
comes from a merchant in Missouri 
He has tried to serve his community. 
He has a personal record of neig 
borhood regard. He has recognized 
that he sells his personality as we'll 
as a leading line. Swept into t 
block next to him, a fly-by-night 
who is knocking the props from under 
an enterprise he has arduously bul! 
up; offering all sorts of premiums. 
price concessions, “fire-sale’’ pron 
tions. Foolishly the public fall, on!) 
to wake up with an ownership hea’! 

(Please turn to page 67) 
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Electrical modernization helped 


bring a 1400 per cent increase 


in rent in this 


MPATIENT at watching slum 
conditions creep up the streets of 


New York’s’ most _ populous 
oreugh, a Brooklyn banker has dem- 
nstrated the curative qualities of 
lectrification modernization to 
lis fellow citizens with striking effect 
His “guinea pig” was a 
typical brownstone dwelling at 27 
Halsey Street, Brooklyn. Before re 
iodeling it was worth just $25 per 
jonth in rent to its owner, the Bre- 
wort Savings Bank. 

$275 


and 


veness. 


Today it brings 
per month—an increase of 
400 per cent—and the success of the 
enture is written in simple arithme- 
c, for all property owners to behold. 
Herbert L. Carpenter, chairman of 


ie bank’s finance committee, was in- 


ernizing. 





old house 


A view of the front parlor, first floor after mod- 
Note kitchenette in left background. 


Brooklyn’s Brownstoi 


This three-story and basement brownstone dwelling was 
multiple dwelling for six families. 


terested first in proving that modern- 
ization would pay its way, second in 
encouraging the adoption of 
projects by 


similar 
3rooklynites, and 
finally in promoting renovation on a 
wide scale through the formation of 
a far-reaching cooperative body. The 
drastic surgery which was practised 


other 


on the old brownstone was accompan- 
ied by carefully compiled cost charts 
so that the various operations could 
be weighed separately against result- 
ing advantages 


Six of these had 


One of the kitchenettes in the re-modelled house. 


7 


— 


their original state. 
Although the total cost of the 
renovation, $15,000, was borne by the 
bank, the cooperation of many con- 
tributing agencies such as public serv- 
ice companies, manufacturers, and 
contractors emphasized the success of 
the and pointed 
the to future undertakings. 
Thorough electrification, beginning 
with the kitchen, with all the accru 
ing advantages of good lighting and 
planned wiring, was made one of the 
keystones of the rebuilt structure. 


modernization job 


way 


to be provided. 


















t 
a, 
v2 

~ 


converted into a 


Note the old houses on each side, still in 


the architect, Robert 
controlling the 
development of the project was to elim- 
inate ‘“‘those features of the old build- 
ing which could be replaced at rea 
to be 


According to 


Helmer, a idea in 


sonable cost with new, in order 
rid of those obsolete haunting 
reminders of a past generation 

This the in- 
stallation of the most modern electric 
appliances for cooking, refrigeration, 
ventilation, illumination, and radio re- 
ception.” (Continued on page 61) 


and 


was accomplished by 


Front room on the second floor, apartment No. 3. 
Kitchenette is behind the decorative blind. 


Miss Jean Mutch, home service direc- 
tor of the British Company Electric 


Railway Company, has a model 
kitchen installed adjacent to this 
private office. 
ITCHEN modernization work 
in Vancouver, B. C., is in 
the capable hands of Miss 


Mutch, home set 


h Columbia Electric Railway 


Jean vice director ot 
the Britis 
Company. The company has a model 
kitchen installed 
Mutch’s office « 


the Granville St 


adjacent to Miss 


} 


yn the second floor above 


store and a kitchen 
planning specialist on the company’s 
About fifteen 
kitchens per month have been planned 


home service staff 
by this young woman on an averag« 
first of the 
customers 


with most 
following out the 


since the 
of the 
recommendations 


year, 
made. Improve- 
ments have averaged about $100 per 
kitchen 

« > * 


Radio programs must be informal 
ind friendly chats with. the listening 
homemaker to produce results, says 


Edith Rauch, Puget Sound Power and 


Light Company, from the experience 
of her company They have found 
that programs with music attract and 
usually have music at the opening and 


close of the program and also in the 
middle if there a convenient point 


morning 1s con- 





Radio programs must be informal 
friendly chats, says Edith Rauch of 
Puget Sound Power & Light Co. 


that is the 
planning her 


idered a good time, as 


day the housewife is 


Saturday and week end shopping. 


Recipes are given occasionally, but 


not too many of them. Those given 
ure timed with a slow and deliberate 


delivery so that they can be written 
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down. The offer to send copies on 
request always bring numerous letters. 
More than one letter has asked for 
recommendations on the selection of 
new equipment. These are always 
followed up and have re- 
sulted in numerous sales. 

Home lighting programs were 
shifted to a Sunday afternoon hour 
in order to include the men and other 
members of the family. Light 
Lyrics” of sweet, quieting music pro- 
vided the background. 
Short dramatizations, many of them 
based upon actual field experiences of 
the home service girls, brought out the 
discomforts of poor lighting and the 
many advantages of good light. 


carefully 


necessary 


An indirect effect of the home serv- 
ice radio programs has been to educate 
the customers in the proper use of 
their equipment, thus cutting down 


the number of customer dissatisfac- 
tion calls and saving a definite amount 
in the overhead of the department. 


oad * * 


A very satisfactory course of study 
in kitchen planning and home modern- 
ization was recently carried out by the 
girls of the Puget Sound Power & 
Light home service department. The 
study was done in their own time and 
was completed by a comprehensive 
“project”. This took the form of an 
examination of 22 questions prepared 
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by Miss Edith T. Rauch, home serv! 
director for the company, plus th 
planning of three kitchens, given ce! 
tain physical conditions, families 
a given size, differing habits and 


come. Plans had to be drawn up 
color schemes recommended, types ©! 
appliances selected to meet famil) 
needs and a method of financing 


worked out. The girls were sone 
what reluctant to give the time for t! 
work when it was first suggested, 
they were most enthusiastic about 
help they had gained on completion 
the program. All twenty-one of 
home service staff now qualify as h 
modernization experts and are qu 
fied to engage in kitchen plann¢ 
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By CLOTILDE GRUNSKY 


that have SuccrEpED 


Ideas From The Home Service Departments 
Of Seven Western Power Companies 








A course in kitchen planning and 


modernizing 


keeps home service 
girls 


informed on latest develop- 
ments. 


advice. An architect and engineer is 
also connected with the company’s 
staff to whom problems can be re- 
ferred when more elaborate plans are 
desired. This company some time ago 
combined its home lighting and home 
service work and has found better 
results since its girls are qualified to 
be all round home experts. 


* * * 


To encourage the sale of small 
appliances, says Estella Dorgan of the 
Mountain States Power Company, see 
to it that the appliances already sold 
are used and giving satisfaction to 
their owners. Ask friends and cus- 
tomers occasionally if they are enjoy- 
ing the continued use of their coffee- 
maker, toaster, waffle iron, grill, iron, 
etc. Your interest will be appreciated 
and you may uncover a defect which 
can be easily remedied. Encourage 
the development of convenient places 
to store small equipment. It may be 
such a task to get the appliance off 
the top shelf that it is never used. 
Follow up the appliances given as 
presents. The new owner may not 
have been instructed how to get the 
best use from her electric mixer or 
waffle iron. Telephone or send a 
notice to purchasers of small appliances 
about the time their equipment 1s a 


year old. Tell them you are checking 


on the condition of equipment at that 
time and offer suggestions for use. 
Or employ a girl during vacation time 
to make a survey. Store demonstra- 
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tions on certain days with some small 
premium advertised will bring in cus- 


tomers. Offer a special sale on ap- 
pliance cords. Encourage additional 
outlets. Use appliances in your own 


home when entertaining. Keep talk- 
ing about them. 


* + * 


Records are used to good effect by 
Miss Helen Swanson, home service 
director of the Idaho Power Company 
in training her girls. Whenever one 
girl or team of girls has worked out 
a particular good method of handling 
some customer problem a sample inter- 
view is prepared on a phonograph 
record, the girl in question giving 
her own side of the talk and the part 
of the housewife being taken by an- 
other of the staff. Sometimes Miss 
Swanson will assign the preparation 
of such records to all her staff. These 
are then exchanged with other girls 
who get the benefit of listening in on 
an actual sales or service talk. But 
the greatest benefit is obtained by the 
girl who must prepare the record. 
Just listening to their own voices 
teaches them what they do that is 
wrong, say the girls. 

Records of sales talks are also used 
in dealer and dealer salesmen’s schools. 

A monthly re- 
cipe service is fur- 
nished by the Home 
Service Depart- 
ment of the British 
Columbia _ Electric 
Railway Company. 
Recipes and kitchen 
instruction appro- 
priate to the sea- 
son (preserving for 
summer; Christ- 
mas dinner special- 
ties for December) 
are given away 
free. But the customer must come 
into one of the B, C. Electric stores 
to get the service. These little bulletins 
have built up a regular following, who 
are thus encouraged to make regular 
trips to the power company stores, 


1938 





A monthly recipe service, appropriate to 
the season, is a good stunt. 


The following suggestions are sum- 
marized from reports of the Home 
Service Committee of the Residential 
Sales Bureau. Northwest Electric 
Light and Power Association: 

In selling the all-electric kitchen 
idea, says Ardell Welch of the Utah 
Power and Light Company, some of 
the following methods have proved 
helpful: 

1. Working with the 


home _ economics 
teachers in the la 


schools. In at least 







one Utah high 
school a model 
electric kitchen de- 
signed with the 
help of the power 
company’s home 
service department 
gives a concrete 
example of what 
every girl would 
like the kitchen of 
her future home to 


e. 

Girl Scout classes held in the store. 
The scouts take notes and make up 
complete books, which the home service 
representative marks. 


to 


w 


. During the regular public classes held 
in the company’s model kitchen slips of 
paper are passed out with the wording 
“Advantages of Electric Service”. The 
customers check the ten advantages 
listed as they are named and then sign 
the slips, passing them up to be used 
for the prize draw- 
ing. Regular pros- 
pect cards are also 
available, and have 
led to many sales. 
Salesmen are also 
encouraged to bring 
prospects in to the 
model kitchen for 
demonstration. 

. Schools for deal- 
ers, their sales peo- 
ple and their wives 
have proved profit- 
able. The plumb- 
ers can be inter- 
ested in water 
heaters and dish- 
washing machines. 
Electric wiring contractors have also 
attended these instruction groups. Club 
groups and parent-teachers’ associations 
can be interested in all-electric kitchen 
programs. 


a= 


5. A file of pictures of all types of electric 
kitchens is more understandable to the 


Schools for dealers and their sales- 
people have proved highly profitable. 


usual customer than blueprints. When 

a kitchen is under consideration, the 

girls lend their pictures in order that 

the customer may study them with her 
family. 

. Do not overlook the church as a 

prospect for an all-electric kitchen. 

The home service girls help supervise 

church dinners where electrical equip- 

ment is being used. 

7. In radio programs talk all-electric 
kitchens. Suggest 
to listeners that 
they check their 
own kitchens as 
you give specifica- 
tions and placement 
of the electric ap- 
pliances and their 
advantages. Ask 
them to bring in to 
the home service 
department their 
own drawings. The 
girls are ready. to 
go to the home, 
draw sketches, and 
replace equipment. 

* * * 
attendance at cook- 
ing schools without offering prize 
drawings has been solved by the 

British Columbia Electric Railway 

Company. The home service depart- 

ment of this utility used to sponsor 

more or less continual cooking schools, 
with various prizes given away as 

a means of collecting prospect names. 

They found, however, that evidently 

the prize drawings attracted more 

attendance than the program itself. 

The same names appeared over and 

over again and sometimes as’ many 

as twenty cards were filled out from 
the same address, indicating that the 
lottery feature was uppermost in the 
minds of the audience. Now cook- 
ing schools are confined to twice 
yearly events, with weekly classes of 
a limited number for which people 
must sign up in advance. The course 
runs for about five weeks and classes 
are usually filled to capacity. Casual 
visitors not registered are welcome so 
long as there are seats available 
for them in the company’s auditorium, 
where the meetings are held, but if 
the room is crowded, of course the 


=> 
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How to get 


(Please turn to page 60) 
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YOU NEED THREE TYPES OF WASHING 


PAGE 




















ren 
Also available 


with Damp-Dryer 
—Model 8TD8 




















3-zone action washes a// the 
clothes a//] the time. No over 
scrubbing of clothes at bottom of the tub . . . no underwashing of 
clothes at top. Turbolator is ‘‘Rubber-tected’’—a new and exclusive 
EASY development. Protects as it cleans 

Model! 5T8 (illustrated above). Compact, sturdy, economical .. . 
built to stand up under hard usage. Has EASY “Super-Safety”’ 
Wringer. Guardian bar release and roll stop offer positive protec- 
tion to hands. 8-position wringer lock is sturdier, more convenient. 
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Also available 
with Damp-Dryer 
Model VD8 


The oldest proved mechanical 

washing method. Cups flush air, 
soap and water down through clothes . . . then suck it out, along 
with the dirt. Gentle. Can wash bulky things—such as pillowcases, 
blankets, rugs. 50% greater capacity. 
Mode! V8 (illustrated above). Gleaming white enamel finish. . . 
baked on to resist chipping or cracking. All metal parts are Bonder 
ized—to prevent rust. Has EASY “‘Aristocrat’’ Wringer with 4-wa 
guardian bar release. Dial recording device indicates roll pressure 
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TO SELL EVERY CUSTOMER... 


has ALL THREE / 


Fewer sales lost...more money in the bank. You can do it 


with EASY’S 
COMPLETE LINE 


W: had YOU in mind when we brought out 
the 1938 line of EASY Washers. There’s a 
model for every type of customer. Women with 
small families, women with large families, women 
who want “the best,’”’ women who are on a 
budget . . . EASY has just the right machine 
for each one! 


No other line gives you ALL THREE types 
of washing action: Spiralator, Vacuum Cups 
and Turbolator. Each is carefully designed to 
do its particular job better than any other 
washing action on the market. Each has be- 
hind it EASY’s 61 years of experience in build- 
ing washers. 

















Millions of satisfied owners throughout Amer- 
ica are EASY’s best advertisement. Why not 
put them to work for YOU by featuring EASY’s 
complete line? 


Remember . . . only EASY has ALL THREE! 


Mr. Morton Gilde, Gen. Sales Mgr., EASY Washing Machine Corp., 
Syracuse, N. Y. 


Send me full details on the 1938 EASY line. 











Name. Se . 


Adio. 





a State 








Display this 
Also available 
with Wringer Emblem in your 
—Model 1588 ‘ . 
window ... it shows 


YOU have 
ALL THREE 


















Large vane area . . . 126 sq. in. 
Does a thorough washing 
job. Vanes scientifically curved to keep clothes in constant mo- 
tion—from top to bottom and around the tub. Gentle . . . no 





right-angle scrubbing. 50% greater capacity. 


The EASY- matic Laundress — Model SD8 (illustrated EASY WASHING MACHINE CORPORATION 
above). The washing machine that thinks for itself! New Time 
Control shuts it off automatically when clothes are washed. Syracuse, New York 


Has EASY Damp Dryer—quicker, more efficient, easier on clothes. 
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Enlisting 


Radio Amateurs 
to Sell 


ILRONERS 


AVING developed the idea of 
Radio Amateur con- 

test as a drawing card for 
the Amateur Institute, our 
first move was to engage the services 
of Radio Station KGB in taking com- 
plete responsibility for this portion of 


using a 


Ironers 


Through a series of 
minute 
teners were informed that San Diego 
County’s greatest Radio 
talent who 


our program 
three fifteen broadcasts lis- 
search for 


Those 


felt they had talent were invited to 


was under way. 
enroll by calling at any laundry equip- 
ment dealer’s store where entry blanks 
previously supplied, could be obtained 


Opinion differed greatly as to the 
hances of enrolling sufficient talent 
to make the contest successful. Some 
of our people felt fiftv contestants 
would be a generous estimate of the 
p bilitic Others, including Sta- 
tion officials felt we might reach a 
total of one hundred without difficulty 
Hav ng wncier estants enrolled 
uite yr unde 1 
1 } ‘ e " ] ' 
] the v I yu 
t W 
eatlyvy unde ed le | bilities 
I i¢ © ( i ‘ Va reac hed, 
e actua r ( OO off eg 
trat ! 
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How the Twelve Makes of 
lroners Participated 


Twelve makes of Ironers partici- 
pated in this promotion, under the fol- 
lowing conditions to which all agreed: 

1. To supply dealers with all neces- 
sary tie-in material furnished by 
the Bureau. 

2. To support the program with a 
reasonable amount of individual 
advertising. 

3. To install and properly man an 
exhibit of Ironers throughout the 
four-day period of the “Institute.” 


Using the American Legion audi- 
torium in Balboa Park, twelve exhibit 
stations were established around the 
sides and rear of the auditorium and 
individual circuits 
vided for each 
by lot and 


power were pro- 
Positions were drawn 
each day every exhibit 
moved two spaces. Thus, No. 1 on 


the opening day had traveled around 


to No. 7 by the last day, obviating 
chance of space preference. Mov 

ng was easy as each exhibit con 
sted of only two ironers and one 
vasher. Large uniform product signs 
each make, mounted on movable 
tandards, were furnished by the 
Bureau No other advertising was 
permitted except price cards of models 


By J. Clark Chamberlain 


Secretary-Manager, Bureau Radio and 
Electrical Appliances, San Diego, Cal. 


A view of the audience which gathered 
to hear the radio amateurs try out at 
the Amateur lroners Institute. 


One of the younger contestants in the 
radio amateur “oy puoes goes through his 
ironing entry like a professional. 





shown and names of dealers handling 
each make. 

Each participating make supplied an 
additional show model of ironer which 
the make in question was willing to 
sell the Bureau for not to exceed 
$50., should that model be chosen as 
a door prize. These twelve models 
were displayed on the stage, and each 
evening the winner of the daily door 
prize was given his or her chice of 
those on display. 


Stage Set-up 


One of the reasons for the amazing 
response of amateurs was the promise 
to give each one a public stage audi- 
tion, with the opportunity of being 
chosen for a place on the nightly air 
program and a chance to compete for 
the final prize broadcasts open to six 
contestants. To carry out this promise 
an elaborate amount of equipment and 
preparation was necessary. Remote 
control from KGB had to be installed 
at the stage for the nightly broadcasts ; 
an automatic applause meter for regis- 
tering audience appreciation had to 
be rigged up, and a public address 
system involving half a dozen micro- 
phones was needed. Contestants were 
instructed to arrive in advance of the 
advertised opening time. As each one 
reported, instructions were given to 
proceed to one of the twelve ironer sta- 
tions to “qualify.” Under the direction 
of the demonstrations, the procedure 


was as follows: 


“Oualifying’ Amateurs and 
Visitors 

contestant was seated at the 

ironer and with his or her own hands 

operating the machine, a towel had 


Each 


JUNE, 


to be ironed. 
simple task each one was handed a 


Upon completion of this 


qualifying ticket. This was presented 
at our office, located in the cloakroom. 
In exchange we gave them a door 
prize ticket and gift towel, compactly 
folded, similar to the one just ironed. 
While these qualifying demonstrations 
for contestants were going on, our 
visitors on hand were being told to 
do likewise ; that only in this way could 
a door prize ticket and a gift towel 
be obtained. 


Mediums and Methods Used 


Under the arrangements made in 
advance practically the entire cost of 
staging this promotion was borne by 
the Bureau. The Radio was, of course, 
our principal medium of publicity in 
this promotion. The Bureau contrac- 
ted with KGB for three fifteen minute 
Talent Quest programs, the four half 
hour stage broadcasts and the final 
series of three prize programs featur- 
ing the six winners. Incidental costs 
in connection with Radio were also 
handled by the Bureau, but money 
could not buy the enormous amount of 
extra effort and cooperation voluntarily 
thrown into this entire promotion by 
the staff of KGB. They went far 
beyond all expected limits to help in- 
sure the success of this unusual 
undertaking. 

Our newspaper advertising was quite 
modest in comparison to other promo 
tions. We carried two fifty inch 
advertisements in each of the three 
daily papers, the Union, Tribune and 
Sun. A partial showing of street car 
banners completed our advertising set 
up. Rental of the auditorium, of th 
public address system, cost of powe1 

(Please turn to page 31) 
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Here it is!) EVANOIL! The heater that is stages. It requires no complicated installa- 








D A’ 
no 


first to bring you — in a single compact unit 
— Reversed, Forced-Air Circulation, Floor- 
Level Warmth and a host of other outstand- 


tion or servicing. In SUMMER — with fire 
off and fans operating — it offers a unique 
and practical COOLING air-circulating unit. 


ing new selling points. It’s new! It’s revolu- 
tionary! And based on last year’s phenome- 
nal sales of circulating heaters, we submit 


It is smartly styled — competitively priced 





at in volume — with new 
revolutionary type fans 


new type DUO-TANDEM fans, altho 
im size, move air in unusually large 


— and unquestionably the one heater which 


this fall can bring you the lion’s share of 
that here is a “perfect natural” for appli- 


heater business in your territory. 
ance dealers—a live item that can take up 


* and provide remarkable circulation 
They bring about true fuel economy 


king LESS HEAT do MORE WORK 


rand new principle provides 


floor level heat 


the present sales-slack in major appliances. 


Why the Evanoil? Because an Evanoil Heater, 
in addition to heating, provides positive air 
circulation like modern central heating and 
air conditioning units. It can completely re- 
circulate the air in an ordinary size room 
every 6 to 7 minutes. It discharges its heat 
at its base and horizontally distributes 

it to a distance, at floor level. 


A complete line — backed by national 
advertising and effective sales helps 


Evanoil Heaters are built in a complete line 
of single and duai burner models in sizes 
to heat a single room or a four or five room 
home or apartment. In addition to national 

magazine advertising, Evanoil Heaters 


will also be backed by a complete pro- 











“as 


It employs the simplest, safest, most effi- a 
cient method of oil firing known — with 
finger-tip control of high and low fire 


REVERSE AIR FLOW of the Evanoil 
«clusive feature. By discharging heat 
base and distributing it to a distance 


gram of dealer selling helps. 
MAIL COUPON for FREE BOOK 


Consider how perfectly and _ profitably the 
EVANOIL fits into your fall and winter selling pro- 
gram. Complete details finance 
OOTHER OUTSTANDING NEW EVANS PRODUCTS for summer and fall sales plan — dealer cooperation are all covered in 
. this free, illustrated Plan Book. Mail the coupon 
: EVANOIL Automatic EVANOIL Central for your copy TODAY! 

Storage Type WATER Heating and AIR ; 

ff. an ! CONDITIONING Unit 


evel, this Evanoil principle tends 
lize floor and ceiling temperatures 
atly increases heating efficiency. 


sales policy 






EVANOIL DIVISION of Evans Products Co. 


rn. a. yg hla Dept. 30, Detroit, Mich. 
or volume sales Uses a unit, using a Breese Burner 
7-inch Breese Burner. Offers Offers many advanced features Send at once your free Evanoil Plan Book and name of nearest jobber. 
easy installation and low which bring Air Conditioning 
cost operation. Many big to a new high level of efficiency Vame 


selling points folate Me -ieelalelish f 


A ddréss 





Lnsulation 
and 











Conditioning 


GO HAND-IN-HAND 


Without insulating material like this air 
conditioning won't work in old homes. 


In Tulsa, Oklahoma, 


standard practices are 














being formulated for Yes, this is an electrical appliance dealer—inside is sold everything from flat 
irons to complete air conditioning jobs 
old home installations 
The engineering mystery is going out of 
air conditioning, declares V. L. Strange, 
} air conditioning manager, Long-Bell Lum- 
} ber Company 
WOTICE 
‘ Handle 
YEAR or igo when Ele Strange, manager of the air condi- of the price of an air conditioning lation 
trical M ¢ pinned an tioning department for the Long installation. We are learning, in ad- — 
yrchid or ncoln, Nebraska, as sell Lumber Company Mr. Strange dition to insulation, to run _ ducts 
the idin i wn been in Tulsa two and a half through closets and kitchens and do 
intry, citizens of Tulsa reached years, is a graduate of the University up a house as nice as apple-pie with- 
ip and ippe e editor gently on f Oklahoma (class of '23) in elec out disfiguring it. I know now 
wrist We think we win the tr il engineering During the first that 50 per cent of a job’s cost is 
re it false teeth,” they said ir and a half with Long-Bell he the insulation which makes the total 
So here is the Tulsa report, showing sold and installed only 25 tons of average around $1,500 for year- 
that a town of 141,258 souls, had, up to domestic electric refrigeration He round air conditioning, 
November 15, 1937, some 209 air cor ld some 500 tons in 1937 \ir cooled compressors are not 
litioned installat using 9,041 hp ‘Long-Bell became interested in air efficient in the hot climate of Okla- 
However, the yject of Electrical litioning because it tied in so homa,”’ Mr. Strange declares. “Down 
Merchandising in examining all these losely with insulation,” said Mr here we use water and it takes from 
installatior t t forth the quirks Strange. “Of the 30 air conditioned 300 to 400 gallons of water an hour, 
ngineering and human nature that lomestic jobs we have installed, 12 are which we run on the lawn or to the 
re revealed by actual practice—t n new homes and only half of the sewer. Tulsa is over a vast under- 
1 n ph . é nes were insulated ground reservoir fed by the Arkansas 
een », in le The business of making an in- river, which permits wells to be sunk Here are some of the boys who made 
thers 1 qu x enced tallation in old homes is now getting almost anywhere, if desired. Com- sir conditioning history in Tulsa, Otle., 
iy benefit the ug down to a rule-of-thumb. I do not’ ing into the picture are evaporative tant yoos 
Should you ite the nest lieve that engineering will be vital condensers which greatly conserve on 
i nditionin n Tulsa you the future. I know that I can water supply and require no drain. 
ild sl ul i h V. I k at a home and tell within $50 (Please turn to page 31) 
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JF YOUR PROBLEM 1s seuuine curaners 


IN THE HIGHER PRICE BRACKETS... 


THIS MODERN SALES FEATURE 
JS YOUR SOLUTION! 




































THE OLD 
“SIDEWINDER” 


With Cleaners in all price ranges standardized 
to a point of looking alike “tat twenty paces,”’ it’s 
CF time_that something be done to distinguish the 
De Luxe fram lower price models. For a real sales 
feature—something that every woman needs and 
wants—offer CORDOMATIC HANDLE equipment. 
Fortify your sales pogition with an outstanding 
point of difference between ordinary cleaners and 
the De Luxe Models upon which your profits 

FLICK THE FINGERTIP depend. 4 
CONTROL—and your Today over 11,000,000* American housewives 
are using cleaners with the \“‘old side winder” 
type handle, struggling = a tangle of cord 





in their daily cleaning. CORDOMATIC offers 
THE you an opportunity to capture the buying 
CORDOMATIC interest of these 11,000,000 housewives who know, 
WAY from long experience, the nuisance of cord en- 


tanglements, the bother of winding and unwind- 

CORD REELED IN ing “that thousand and 3 feet of Cord”’ on and off 
CORDOMATIC UNIT the handle hooks every time the Cleaner is used. 
. . Automatically ! Why not tell this eager audience that your 


De Luxe Cleaner is CORDOMATIC HANDLE 
equipped—and at Ahe flick of a fingertip 
a control her Cord/troubles are over? Ask 
' your manufacturer about CORDOMATIC 
— j a today. A Be exe sales feature for 
De Luxe Models. 
~ 


NEW... SIMPLIFIED .. IMPROVED .. 
GUARANTEED FOR 5 YEARS 


Cordorhatic has been fully tested and 
approved by Underwriters Laboratories. 
It is absolutely rugged, foolproof and the 
utmost in mechanical simplicity. Extra 
length Cord is accommodated on a sim- 
ple automatic reel—invisibly mounted 
withinp,a trim, compact, streamlined han- 
dle, Ioleened to complement the beauty 
of the cleaner itself. Fingertip control of 
the Cord is obtained optionally by a Loop 
(illustrated), Trigger or Push But- 
ton. Our five year guarantee is your 
absolute protection. 


VACUUM CL NER CORP. OF AMERICA 
Wissahickon Avenve oy Juniata Street, Philadelphia, Pa. 


Manufacturers and Licensors of Cordomatic 


inn” 
*Electrical Merchandising ke. a 
Statistical Report, 1937 








HOTICE TO THE TRADE: Complete CORDOMATIC Self-Reeling 
Handles or Units ope Eraltahte only to manufacturers for instal- 
lation as origing equipment on quality vacuum cleaners. 
Whatever makge-of cleaner you may be selling. /ask” your manu- 
facturer-aiout CORDOMATIC. wt] 











No. 3 of a series of advertisements to in- 
form the trade about the most revolutionary 
vecuum cleaner sales feature in a decade. 





FT MAS VU, AA , 


“SELF-REELING HANDLE 
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5 Thetfwinf 
, Elichic 
WATER HEATER 





GET BIGGER PROFITS—FASTER— 





With Hotpoint Automatic Electric Water Heaters 


They’re not on your payroll, but four powerful and compelling salesmen are 
working for you when you sell Hotpoint Automatic Electric Water Heaters. 
They are: 


1. The Hotpoint Name—Famous for more than 30 years as the standard of 
quality in electrical appliances. Familiar in 16 million American homes. An 
old—and warm Gaad—tn which your customers have confidence. 


2. Complete Hotpoint Line — Most complete line of automatic electric water 
heaters on the market. Models in capacities from 1 to 140 gallons—a size for 
every need. Leads the industry in sales volume —definitely ahead in design and 


performance. 


3. National Advertising — Your customers—and millions of other people — 
are reading the story of Hotpoint electric water heating 
in leading national magazines. Hotpoint national adver- 
tising pulls customers into your store—helps sell them. 
4. Hotpoint Sales Helps— Everything to help you 
sell—Folders, Broadsides, Visualizers, Newspaper 
Advertisements, Water Raters, Manuals, Window 
Trims, Electric Signs, Outdoor Posters, Sound Slide 
Films —all ready to go to work for you. 

Let the Hotpoint Electric Water Heater help you 
get your share of today’s rich water heating market. 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 
5620 West Taylor Street, Chicago, Illinois 





























DEALER'S IMPRINT 
- . eens 





CALROD — The world’s most 
satisfactory electric water heat- 
ing unit—immersed within the 
tank — delivers heat directly to 
the water. Efficient, economi- 


cal, long lived. 





ELECTRIC WATER HEATERS 


ELECTRIC RANGES + REFRIGERATORS + WASHERS AND IRONERS + DISHWASHER-SINKS 


: ae MAIL COUPON TODAY! 


Edison General Electric Appliance Co., Inc., 
5620 West Taylor Street, Chicago, Illinois 

I am enclosing 25¢ for Hotpoint’s new “Handbook of Electric 
Water Heating.” Check here () if you also want new consumer book- 
let “Comfort for Every Member of the Family.” 








Name 
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Insulation and Air Conditioning 





“Tulsa has 80 deg. water in the 
ummertime. The city water rate is 
35e per 1,000 cu. ft., plus 10c per 1,000 
cu. ft on all water consumed over 
the average bill. The cost of 14 tons 
of air conditioning in a home is 
about $9 a month for water. With 
the evaporative condenser which re- 
circulates water, the cost is less. 

“Long-Bell sells a gas furnace for 
use with its all year job and the cost 
of operating in Tulsa with gas and 
electricity averages $12 to $15 a 
month. Residences get a 2c bottom 
rate where they have an electric 
range, and 3c without a range.” 

Long-Bell isn’t snooty and tries to 
give the customer what he wishes. If 
he wants an attic fan, it sells him 


an attic fan, and the firm has in- 


CONTINUED FROM PAGE 28 





stalled around 50 at an average price 
of $150 per installation. Tulsa has 
a summer temperature of around 75 
at night and with the automatic 
changeover, the fans seem to be do- 
ing rather well. 

Mr. Strange reports they find a 
complete job almost as easy to sell as 
room coolers. The owner always 
wants air conditioning in other rooms 
besides the one in which he has the 
cooler, and if he has $300 or $400 
to put into the job he generally will 
shoot the works for the balance. 

In its air conditioning department 
Long-Bell employs three men, two of 
them engineers. Claude Foster is 
superintendent of installation and 
the sheet metal, electrical and 
plumbing work is contracted out. 








AIR CONDITIONING INSTALLATIONS 
Public Service Company of Oklahoma 
Added Added Added during 1937 Total to 
Classification Prior to 1936 During 1936 to Nov. 15, 1937 Nov. 15, 1937 
No. HP No. HP No. HP No. HP 

Office Buildings. . 1 175 10 5,080 It 5,255 
Banks .... 3 559 3 559 
Le 1 50 0 «55 I 105 
Offices .... 17 91 3 24 14 336 34 45! 
Hospital Ward 1 I 1 I, 
Restaurants. ; 5 128 27 6 148 14 303 
Stores—Dept. 

and Retail 8 366 2 4 8 438 18 844 
Theaters ... 4 901 4 901 
Billiard and 

Pool Rooms 2 75 2 75 
Laboratories 3 250 3 250 
Hotels ..... 2 352 352 
Barber and 

Beauty Shops 2 23 2 23 
Industrial 1 7'/p 1 T'/ 
Residences 30 114 23. «72 58 128 itt 314 

Total 69 2,210! 32 393 108 6,837'/. 209 9,441 











lines for Ironer exhibits, and printing 
of various tickets and dealer window 
cards were included in the Bureau’s 
expense budget. 


Results: Attendance, 
Demonstrations, Reactions 


In developing this program, our 
Committee established what then ap- 
peared to be a reasonable goal to work 
for, in point of demonstrations. We 
felt 1,000 Ironer demonstrations dur- 
ing the four day affair would make 
the undertaking completely worthwhile. 
But to be on the safe side, we ordered 
more than double this number of face 
towels to be given those who would 
sit down to iron, having the option of 
returning the towels not used. 

Before the close of the second day, 
our original estimate of demonstra- 
tions had been exceeded, and it be- 
came apparent that the seemingly 
enormous order of 2400 towels would 
not carry us through! The grand 
total of individual Ironer demonstra- 
tions exceeded 3,000 with a positive 
check on each one. This means that 





Enlisting Radio Amateurs To Sell Ironers 


CONTINUED FROM PAGE 26 





in four days time, we succeeded in 
getting more people to actually sit 
down and iron a towel, than have pur- 
chased ironers in San Diego County 
in the last six years! 

Results were measured in terms of 
demonstrations, rather than attendance, 
but it is interesting to know that we 
had a total of approximately 10,000 
people in attendance; 3,010 of whom 
took demonstrations. Most amazing is 
the fact that easily 500 men were num- 
bered among those who sat down to 
use an Ironer for the first time! 

Our committee did not expect we 
would be able to sell a single Ironer 
on the floor during the “Institute,” be- 
cause of the crowd conditions and be- 
cause of the necessity of giving brief 
demonstrations. Actually nine Ironers 
were sold in this manner. Numerous 
home trials were booked, and many 
excellent prospects were listed. Thus, 
contrary to original expectations, im- 
mediate sales results have already been 
apparent. This promotion, however, 
is fundamentally a long range activity 
that should continue proving its worth 
indefinitely. 
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THE WAVERLY 


Independent Dishwasher 
Unit for use under exist- 
ing drainboards and work 
surfaces in the modern 
kitchen. Fits in the space 
of a standard 24” cabinet. 





The Hotpoint Dishwasher 
| is simple and easy to oper- 
| ate. Just turn two handy 

control knobs on the front. 


Pots and pans are washed 

quickly and thoroughly— 

either separately, or with 
the dishes. 























THE ARLINGTON 
A self-contained 24-inch 
Unit with a solid work 
surface of stain-resisting 
porcelain. Door is front- 
opening type, convenient, 
foolproof and watertight. 


@ Round out your profit 
picture—clean up wel- 
come new revenue this 
year —with this lusty, 
streamlined infant of 
the famous Hotpoint ap- 
pliance line! Seldom has 
a new arrival in the Hot- 
point family received 
such enthusiastic na- 
tion-wide acceptance. Its 
clean, sleek appearance 


appeals instantly to modern-minded home- 
makers for modernization of present kitchens 
or for modern kitchens in new homes. And its 
built-in Electric Dishwasher — which cleans 
itself hygienically as it washes the dishes— 
pulls customers into your store like a magnet. 
Don’t let this opportunity escape. Fill out 
the coupon below and drop in the mail today. 
Get full information about the Hotpoint com- 
bination Dishwasher-Sink; the two Hotpoint 
independent Dishwasher units, The Waverly 
and The Arlington, and the KA2A Kitchen 
Background Display. Act now—today! 


Edison General Electric Appliance Co., Inc. 
5620 West Taylor Street, Chicago, Iinois 


Display. 
Name 
Address 
City 


SOOO EEE ERE E HEHE EEE HEHE EEE E EEE EEE E SEES sence 


Edison General Electric Appliance Co., Inc. 
5620 W. Taylor St., Chicago, III. 

Please send me literature on the Hotpoint 
combination Dishwasher - Sink, the Hotpoint 
Dishwasher, and KA2A Kitchen Background 


seeeeeeeceseseeet 


POSTEO ESSE EEE EEE EEE HEE EEE EEE EEE EEE EEE SEES EEEEE® . 














Don Rogers, 
Hou 







Here is the electric kitchen 
demonstration setup in the Good 
Housekeeping Shop, Vancouver. 


“i 
£5 


ah bes! 





A TROUBLE-FREE 


BLACK & DECKER MOTOR 


—— 
. for the New Kirby 2C Vancouy ers 


Good Housekeeping Shop R 


Waer JAMES B. KIRBY specifies the motor for a 

vacuum cleaner, his Foe ant has back of it 31 years C' Ve ‘ less f 0 Ve 1) C / C 
of experience . . . during which time he has acquired more 0 0 / Ng 0 

than 80 patents on his inventions in this field alone. 


It was back in 1907 that James B. Kirby built his first 


electric vacuum cleaner. And he built the first single-unit 


By HENRY W. YOUNG 
ranged dif 


vacuum cleaner with the motor at the base of the handle. “i. ; the space | 
He} yj , j _ HAT do we gain by putting ‘to the last detail, rather than in sit . hall | 
e has been constantly improving upon that basic design on a cooking school and _ ting around to nudge each other 11 a e. 


year after year. preparing a lunch or meal my cake should happen to fall. Cor 
before a group of women? How _ sequently, while I run cooking schools 
Ever since 1925 (when the Scott and Fetzer Co. began many stoves do we sell by swapping before groups of women on the aver 
recipes with a lot of women who age two or three times a week, ! 
already know their stuff better than cooking is done there, no food ¥ 


sit down. 
are meetin 
a semi-cirt 


large-scale production of his machines) Mr. Kirby has kitchen. A 


x. “ ’ = - ~~ ee ot ee 
specified Black & Decker Motors as “must.” That he we do?” around except what may be in Gong Wh 
has found these motors “‘tops” in their field is proved by Boon’ ag i, oe = “3 — and no recipes are di 4. more re 

¥ ousekeeping Shop, Vancouver, B. C., cussed. vt e 

the fac at fi » newes , 9 as “2 ' ? tric cooki 
act that for the newest Kirby, Model 2C, he has was much in earnest when he My school consists of a lectur at hone 
again specified a trouble-free Black & Decker Motor. asked these questions, and he con- on the principles and mechanics 09», paow a 
tinued : operation of this whole plant, fro high-speed 

The Black & Decker Electric Company is America’s ‘I can cook for demonstration pur- food mixer to oven. It tells just hi haba “siaieel 
most experienced alist in the deal f poses as well as the next one, and I each piece of equipment is constructe She Bie 

ost experienced specialis » design ¢ , - ; : : : Mr. 
I pecialist in the design and manulfacture have also had demonstrators to do it. in order to make it work in a certai! that all hi 
of complete motors or series parts for vacuum cleaners. But the more I fussed around with way. It tells of services to be ol 


ranged. | 


that sort of thing, the more I kept tained from the equipment that pe thie which 


he cooperation of our engineers is at the disposal of manu- : , son: “WT " f bef ‘ 
asking myself the question: ‘What am haps they never heard of before. 1 


a a =e S ; —_— ; 7 : eflective. 
facturers who may be interested in the application of I trying to show them? After add to my story, I am getting an elecH i ¢, 
universal motors to the improvement of their products. awhile I came to the conclusion that tric meter made to hang up befor sponsored 


I was putting on a show and at the them that will read in cents pej 
climax was in effect turning around hour cost for the operation of eac 
to them and saying: ‘See? The _ piece of equipment. 
thing actually works! An electric “The whole curriculum of t! 
range will really cook, but I have school is devoted to selling elect: 
proved it right here before your kitchen appliances in general 
eyes.’ my own line in particular. |! 
“Now, electric cookery is way past ‘teacher’, I don’t want a_ che! 
that stage, as we all know. What we Neither do I want a demonstrator 
have got is a home electrical plant What I want is the best salesma! 
THE BLACK & DECKER ELECTRIC CO., KENT, OHIO for preparing, producing and preserv- I’ve got. After casting around, an 
ing food. I feel satisfied that what with becoming modesty, I felt bow 
the women are most interested in is to elect myself to do this job. 
of Universal Motors the design and operation of this plant “You will see that the store is 


are about 
in Vancou 
money fo 
provides 

naires, wl 
the house 
25¢ each 

duly certi 
same tim 
schedules 
the wome 
pointed ti 


BLACK & DECKER 





Specialists in the Design and Application 


ELECTRI 
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Don Rogers, proprietor of the Good 
Housekeeping Shop. 


. USED WITH 


Clssunance 


* 


During the 30 years—since Chromel for heat- 
ing-elements was first made—it has earned 


: for itself the confidence of its users. They 
| C h 0 0 / J have found it to be good, consistently. So, 


Chromel is used with assurance of satisfaction. 


ranged differently from most. All 
the space in the middle is open, like 
a hall. People can move around 
readily, and I have places for them to 
sit down. When the school groups 
are meeting, chairs are arranged in 
"Ba semi-circle in front of ian wna THE WIRE THAT MADE ELECTRI C HEAT POSSIBLE 
kitchen. All the meetings, with about | 

25 at each, are arranged for before- 
hand. What we then say for an’ hour 
or more revolves largely around elec- 
tric cooking equipment. I try to 





“"§ tell them all the things they ought 

2 to know about balanced heat ovens, 

‘ high-speed units, economy, cleanli- 
*"f ness, convenience and better cooking.” 

- Mr. Rogers has mentioned the fact 

a 


that all his classes are previously ar- 
ranged. He has a method of doing 
1 this which has turned out to be very 
efiective. He uses the Rainbow As- 
sembly for Girls, an organization 
sponsored by the Eastern Star. There | 
are about 80 of these Assembly girls | 
in Vancouver, all eager to earn some _ | 
money for their organization. He | 
provides these girls with question- 

naires, which they get filled in by | 
the housewives, and gives the girls 
25c each for the questionnaires when | 
duly certified at the store. At the | 
same time, the girls arrange the 

schedules for the meetings, so that | 
the women are on hand at the ap- | 
pointed time for each group. | 


HOSKINS MANUFACTURING COMPANY DETROIT MICHIGAN 
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Gladys Merrick, 


demonstrator 


K G & E home 


gave instructions. 


i. 


This mixing is serious business, says 
G. L. Hamilton. 


R. W. Walton listens intently to 
instructions. 






ae 


His mouth waters as R. W. Walton 
helps braize a pork chop. 


KG ek roes to a Party 


ND what a party it was! 





Nicked fingers from peeling 

spuds, doughy hands from 
mixing biscuits, and plenty of goo 
meared here and thers as twenty 
embryonic cooks learned the rudi 
ment yf electric cookery that they 
night be able to answer any and all 
objections that Mrs. Prospect might 
raise to the electric range. In spite 
of the fact that there were enough 
cooks to spoil twenty broths, the 
proof of the pudding was in the eat 
ing and the eating was good. 

This three day cooking school for 
twenty, new  all-service§ salesmen 
limaxed a ten day intensive training 
peri rd put on by the Kansas Gas & 
Electric Company of Wichita, Kansas, 
in the 1938 program for load building 

Why n ike the all service sales 

n learn to cook \fte ll, his 


iy something about “see the other 
llow’s side of the question?” And 
dn’t Dale Carnegie reemphasize the 
same point Few women are in- 
terested in t ym mechanics 


. .. And we look in on a three-day 


cooking school for range salesmen 


By Norman Jacobshagen 


















Harold Mayberry 
measures flour with 
scientific seriousness. 


They study the 
menu and reci- 
pes. 


men spout at them by the hour. 
What she wants to know is will it 
cook ? Will I have to learn cooking 


all over again? 
all those 


vertise 


Will it really produce 
wonderful results you ad- 


and why? 


t 
‘ | 


C. A. Sparks works on the spuds. 


And the salesman must be prepared 
to answer those questions with more 
than a “Yes, the manufacturer 
it will.” He must be able to get into 
the housewife’s shoes and look at her 
problems from her angle. If he can 
talk familiarly of baking and roast- 
ing and all the other forms of cook- 
ing, the prospect will listen with in- 
terest and confidence that will 
not give to the salesman who is just 
another “dumb” male who couldn't 
step into a kitchen without spilling 
this and breaking that. 

With the proper cooking back- 
ground and training, the all-service 


Says 


she 


JUNE, 


salesman can talk WITH the house- 
wife instead of AT her with an ease 
and confidence that will soon win her 
over to the advantage of electric 
cookery. 

A complete study of light condi- 
tioning, electric cookery, electric wa- 
ter heating, and a knowledge of the 
proper use of all electrical equip- 
ment will give salesman the 
ammunition to sell “Better Living.” 

Few homes have taken advantage 
of all the electrical services which 
make for better living. Some _ be- 
cause they have felt it is too expensive, 
haven’t known 


every 


because 
about it. 


others they 


K G & E all-service sales- 





—— \ 


Cooking by the book. E. E. Smith 
takes no chances. 
systematic coverage 


men, through a 


of every customer, will be able to 
discover the needs and desires of 
each. Unused appliances will be put 


back on the line, new services sold, and 
the sale of new appliances promoted. 

The result—satisfied customers will 
have “Better Living,” the company 
will have increased revenue. 
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REFRIGERATORS WASHING MACHINES WATER PUMPS 






THE EASIEST BELTS TO SELL 
FOR ALL MAKES AND MODELS OF 


wel 


hay 


ELECTRICAL APPLIANCES ‘ARE 











—=— 





FRACTIONAL HORSEPOWER ENDLESS 


CORD V BELTS BECAUSE THEY —_ 


BACKED BY THE QUALITY REPUTATION 








OF “THE GREATEST NAME IN RUBBER” 


AIR CONDITIONERS Oll BURNERS BEER PUMPS WOOO WORKING MACHINES 
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Laundry Promotion 


Taylor Company, Cleveland, puts on 


HERE are still plenty of new 
twists to the business of demon- 
strating laundry equipment. Some 
of the showmanship that has gone 
into cooking schools to popularize 
electric ranges and refrigerators can 
even be applied to laundry equipment. 
The Taylor Company in Cleveland 
proved it recently with a three-day, 
pre-tested laundry promotion called 
“Linen Closet Secrets.” 

Given its initial impetus with news- 
paper ads announcing the series of 
demonstration-lectures, and offering a 
small door prize as an inducement to 
attend, the sessions were dramatized 
with titles such as “Good News for 
Your Table,” “The Temperamental 
Shirt” and “Sprucing Up the Little 
Folks.” These were presented on 
three different days and aided mate- 
rially in building traffic for the Laun- 
dry Equipment section. 

The first day provided for 90 min- 
utes of “Good News for Your Table.” 
The demonstrator stylist discussed new 
styles of linens for breakfast, lunches 
and dinners, ensembles and color com- 
binations. She illustrated set-ups using 
glassware, china, silver, etc., and 


JUNE, 


“Linen Closet Secrets” 


demonstrated the care and laundering 
of every kind of linen from peasant 
breakfast cloth to lace bridge sets. 
She explained how to arrange the 
silver and fold the napkins in new and 
engaging patterns. All of these points 
are of interest and value to the aver- 
age housewife. She feels that she is 
learning something. And at the same 
time the demonstrator stylist worked 
in the outstanding advantages of spin- 
ner washers and wringer-type wash- 
ers and ironers (Westinghouse). She 
stressed the economy of this equip- 
ment and drove home the point that 
the average homemaker can enjoy 
more of these social settings and 
privileges she can take care of the 
laundry at home, and not be subjected 
to the heavy expense of having these 
“extra special” linens laundered away 
from her home. 

“The Temperamental Shirt,” the 
theme for the second day’s school, at- 
tracted the. interest of every home- 
maker who does her own laundry 
work. The demonstrator added inter- 
est here by telling how to match men’s 
shirts, ties, and handkerchiefs 
what to look for when buying 
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An ironing demonstration was, 
of course, part of the "Linen 
Closet Secrets” promotion. 


Below is shown a part of the 
crowd of women who attended 
the demonstration on laundry 
equipment and listened to 
three daily lectures. 





and then presented a thorough-going 


demonstration of washing and ironing 
shirts with Westinghouse equipment. 

“Sprucing up the Little Folks,” 
challenged the first two day’s presenta- 
tions for attention and interest, as this 
third day school was principally a 
style talk supported by demonstrations 
of laundering a variety of rayons, 
children’s garments, ironing such diffi- 
cult things as ruffles and pleats on the 
ironer. A score of little tot’s dresses 
with the many ruffles and pleats that 
are usually so vexing are quickly and 
easily ironed, and the demonstrator 


makes a point of explaining the value 


and characteristics of certain fabrics, 
types, and colors of cloth, etc., as she 
continued her presentation. 

Eye-intriguing advertisements were 
run in the daily papers inviting the 
women to attend the 90-minute lecture, 
ind door prizes were emphasized. As 
each guest arrived she was given a 
‘opy of folders explaining the salient 
points of the lecture and a “Home 
Laundering” registration card. She 
filled out the card, which was collected 
ind dropped in the Spinner Washer 
set up on the stage of the prize draw- 
ng. At the end of the three-day 
ession another drawing was made for 
the grand prize. 

The cards filled in by the women 
furnished a brand new prospect list of 
vomen interested in home laundering, 
ind in addition also indicated what 
lectric appliances the homemaker was 
lanning to buy in the future 








A magnificent electric food-fixer is about 
to make its first appearance. 

e It is the new Kitchen Kit, by the 
A. C. Gilbert Company of New Haven. 
e Presentation will take place at the 


Housewares Show in New York City, July 
10th to 16th. 


¢ This long-awaited announcement fol- 
lows two years of intensive study and 
experiment, devoted to perfecting and 
producing a major achievement of design 
and engineering. 

e Every detail of construction has been 
checked and rechecked to assure the 
finest quality and workmanship. 


e Styled by Robert Heller, noted indus- 
trial designer, we sincerely believe that 
the new Kitchen Kit will be recognized as 
the most efficient, most beautiful electric 
mixer ever made. Particular attention has 
been given to “features that sell.” 

e You are cordially invited to examine 
the new Kitchen Kit and witness dem- 
onstrations in the A. C. Gilbert booth at 
the New York Housewares Show, Hotel 
Pennsylvania, Rooms 318, 319. 


PRESIDENT,“ A. C. GILBERT COMPANY 
New Haven, Connecticut 
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ano a BOOST 


FROM G-E MOTORS 


° 


| tke it, too. We know it's 
= 


John, this washer 
looks good to me. 





PUSH INITIAL SALES 
(G MOTORS add sales appeal to 
- your appliances—more than 
five million are in use on washers, refrigerators, ironers, 
and similar appliances, where they have earned a 
reputation for being long-lived and dependable. 
Naturally, a prospect has a more decided preference 
for your appliances when he sees that they are equipped 
with G-E motors, for this is another feature that he 
knows to be high-quality. 


Haven’t you been uncertain about which of several 
similar articles to buy, and eventually favored one of 
them because of a feature that you knew indicated 
high quality? G-E motors, because they are so well 
known, may be just the point that decides a prospect 
in favor of your appliances. Impartial surveys have 
shown a decided preference for G-E motors. 


Jane, where shall 
we go to look at 


BOOST REPEAT SALES 





IVE performance that makes repeat 
customers—Satisfied users are vital to 
a prosperous appliance business —they return to make 
other purchases, and they tell their friends about the 
things you sell. So every G-E motor is designed and 
built to give the service expected of the appliances in- 
to which they are incorporated. 





G-E motors are continually being improved to match 
the continual improvement of appliances—for example, 
the cast-aluminum rotor is indestructible. In 1933, 
General Electric introduced the ‘‘lifetime-lubricated”’ 
feature of washing-machine motors. The lubrication 
provided at the factory lasts for the life of the washer to 
which the motor is originally applied. You can depend 
on G-E motors. General Electric, Schenectady, N. Y. 


LET G-E MOTORS HELP YOU SELL 





GENERAL 


3 ELECTRIC 


070-248 
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Electrical Merchandising Review of the Menth 
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Sat 


This is Miss Mercedes Champagne 
who conducts cooking demonstrations 
in French down at Jennings, Louis- 
jana. 


WINNERS IN ELECTRIC 
WATER HEATER SALES- 
MEN'S LETTER CONTEST 


NEW YORK.—Edgar H. Dowson, 
Hamden, Conn., salesman for The United 
Illuminating Co. of New Haven; Patrick 
Lago, St. Lawrence County Utilities, 
Ogdensburg, N. Y., and Milton R. Whip- 
ple, Public Service Co. of New Hamp- 


shire, Manchester, N. H., have been 
awarded prizes of $10 each for writing 
letters on “How I Sell Electric Water 
Heaters,” by National Electric Water 
Heating Council, The Modern Kitchen 
Bureau. 

These salesmen’s contests, in which Mr. 


Dowson, Mr. Lago and Mr. Whipple took 
the March prize money, continue each 
month through 1938. $30 in three prizes 
of $10 each will be awarded monthly, and 
a grand prize of $100 awarded for the 
best letter of the year. 

Utilities and dealers are reminded that 
two of the other National Electric Water 
Heating Council contests close soon. 

The Window Display ‘ contest 
June 30th. In this contest, $250 in prizes 
—a first prize of $100, a second prize of 
$50, and 10 third prizes of $10 each 
will be awarded for the best utility or 
dealer window displays used between 
January Ist and June 30th. 

The Newspaper Advertising contest for 
utilities and dealers closes July 31st, $400 
will be awarded in prizes in this contest— 
$250 first prize, $100 second prize, $50 
third prize for the best newspaper cam- 
paigns on electric water heaters. 

Utilities are also reminded that $1,000 
in cash—and a national cup—will be 
awarded to the utility doing the best all- 
around water heater job in 1938, 


Cc loses 
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Presto! Magic Method of Selling 
Revealed at Taylor Washer Trial 


CHICAGO, ILL- 
they sold washing machines were re- 
vealed by witnesses at the trial of Ellis 
R. Taylor, president of the Taylor Wash- 
ing Machine Company, Chicago, and four 
employees, all of whom entered technical 
pleas of guilty to an indictment charging 
them with conspiracy to defraud the 
public by high pressure sales methods. 
Fines were imposed by Judge Francis B. 
Allegretti, who also acted as civil arbiter 
on the contracts between the company 
and customers, deciding which ones should 
be abrogated and which ones the com- 
pany was entitled to collect. 

Some of the sales methods used by 
the company were testified to by wit- 
nesses as follows: 

Mrs. Philip Finn, 5768 South 
St., told how her husband lost his job 
as the result of a wage garnishee ob- 
tained by the washing machine company, 
even though she said the company did 
not deliver a machine to her home. She 
testified, according to the Chicago Tri- 
bune, that in November, 1936, a salesman 
visited her home and offered to sell a 
machine for $49.50 at $1 a week. After 
she and her husband signed the contract, 
she asserted, the salesman turned the 
paper over and inserted the sale price of 
$99.50. After she protested, Mrs. Finn 
testified, the salesman burned some papers 
which she believed to be the ones she 
signed. Such was not the case, and the 
garnishee and loss of job followed. 

“Did you ever get a washing machine?” 
Prosecutor Vernon Thompson asked. 


Methods by 


which 


LaSalle 


“No, I never saw one,” Mrs. Finn 
replied. : 
Mr. Finn told the court that after his 


wages were garnisheed, he visited W. A. 
Delaney, office manager, and one of the 
defendants. 


“I told him I didn’t get a machine,” 
Finn testified, “and he said, ‘You don't 
get the humor of it. Maybe you didn't 
get one, but you're going to pay for 
one.’”’ 

Mrs. Anna Petruck, 4867 South Union 
Avenue, told how she signed a contract 
for $165. Despite her offer to pay a 
balance of $24 due on the machine, she 
testified, the company took the machine 
from her home and obtained a $200 judg- 
ment in Municipal Court against her. 





EASY AND NORGE 
MOVE TO WESTERN 


FURNITURE MART | 


SAN FRANCISCO—The Easy Wash- 
ing Machine Corporation, of Syracuse, 
New York, and the Norge Division of 
the Borg-Warner Corporation, Detroit, 
Michigan, announce changes in the ad- 
dress of their Western offices. 

*. S. Fenton, Jr., Western Divisional 
Manager of Easy Washing Machine Cor- 
poration, has announced that on May Ist 
their divisional headquarters will be lo- 
cated on the Fifth Floor of the Western 
Furniture Exchange and Merchandise 
Mart. They have enlarged their space in 
the Mart by about 2,000 feet to accom- 
modate this combined office and showroom 
operation, 

Leo O. Cox, Pacific Coast Manager, 
Norge Division of Borg-Warner Cor- 
poration, is now established in new offices 
on the Fourth Floor of the Mart. These 
offices are located in the large space 
occupied by the Leo J. Meyberg Company, 
Inc., Norge distributors in California. 


The Well-Shod Cobbler 





Our little journeys to the homes of prominent electrical men should include 


one to President J. C. Nelson of the Easy Washing Machine Co. 


Anyway, 


we just got this shot of his laundry and we'd say off-hand that here is one 


cobbler who doesn't go without shoes. 
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KNOXVILLE, TENN. 
UTILITY SOLD TO 
TVA FOR $7,900,000 


WASHINGTON, D. C.—Unanimous 
approval of the purchase of electrical 
properties of the Tennessee Public Serv- 
ice Company for $7,900,000 was voted 
May 21 by the city council of Knox- 
ville, Tenn., which complimented Mayor 
Walter Mynatt for “making a good busi- 
ness deal.” The city’s share of the prop- 
erties will cost $5,375,000. 

The following comment on the pur- 
chase of the Tennessee Public Service 
properties was made by Mr. Lilienthal, 
who represented the Tennessee Valley 
Authority in the negotiations. 

“Chairman Harcourt Morgan and I 
are gratified at the outcome of this ne- 
gotiation. The spokesmen for the utili- 
ties, Messrs. Groesbeck and Sawyer, 
manifested throughout a sincere desire 
to find a result all parties could agree 
upon under all circumstances. Mayor 
Mynatt and I tried to respond in the 
same spirit. This contract encourages 
me to believe that in the near future in 
other pending situations in the Tennessee 
Valley region, contracts of this character 
may likewise take the place of litigation 
and conflict, so that all of us can devote 
ourselves wholly to constructive work.” 

Negotiations are pending respecting the 
purchase of three other properties con- 
trolled by the same Company—namely, 
Memphis Power and Light Company, 
West Tennessee Power and Light Com- 
pany, and Holston River Power Company. 

Within the next week the Authority ex- 
pects to receive a final report from an 
independent accounting firm employed by 
TVA, as to the original cost and the 
accrued depreciation in certain properties 
which are part of another holding com- 
pany system, Commonwealth & Southern 
Corporation. This report will permit pro- 
ceeding with negotiations respecting the 
Tennessee Electric Power Company and 
portions of the Alabama Power Company, 
Mississippi Power Company, and Georgia 
Power Company. 


4 NEW HOTPOINT 
FACTORY BRANCHES 


CHICAGO, ILL.—Announcement of 
the establishment of Hotpoint factory 
branches at Chattanooga, Tenn., Dallas, 


Texas, Syracuse, N. Y., and Minneapolis, 
Minn., has just been made by R. W. 
Turnbull, vice-president and general sales 
manager of the Edison General Electric 
Appliance Co., Inc. 

H. C. Chestnutt will be in charge of 
the Chattanooga Branch, D. H. Darnold 
the Dallas Branch, L. E. Smith, the Syra 
cuse Branch, and Fred T. Egger, the 
Minnesota Branch. 

The branches will function as whole- 
sale distributors, operating as independent 
units. 

Adolph Rebensberg will assume the re- 
sponsibility of Factory Branch Super- 


visor, 
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Opening Buffalo's Refrigeration Shows 
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Buffalo opened its sixth annual refrigeration show, May 2, and the cere- 
mony included the men —_ Walter S. Schmidt, vice chairman Electric 


Refrigeration Committee; H. 


Sackett, 


president, Electrical League of 


Niagara Frontier; M. E. Ad vice president, Buffalo Niagara & Eastern 


Dr. 


Power: 


Francis E. Fronczak, Buffalo Health Commissioner; 


and F, L. 


Riehle, chairman, Electric Refrigeration Committee. 


WESTINGHOUSE 
DECLARES DIVIDENDS 


EAST PITTSBURGH, PA At its 
regular meeting the Board of Directors of 
the Westinghouse Electric & Manufactur 
ng Company declared a dividend of fifty 
cents pe share the common stock 
and seventy-five cents on preferred stock 
ot the Company, payable May 27th to 

ckholders of record on May 10, 1938 

\. W. Robertso Chairman of the 
Board report 1 that iles billed for the 
first three months were $42,067,250, corre- 
ponding to $46,673,300 for the like period 
in 1937; a decrease of 10 per cent. Bill- 
ings for the twelve months ending March 
31, 1938 we $201,742,257 as compared 
to $167,161,051 for the 1937 period; an 
i reas¢ 21 er t 

Net income for the three months was 

?,031,230 as compared to $5,341,512 for 
t ir 1937 per a decrease of 62 
per cent Net income for the twelve 
| ths ¢ ast March was $16,816,126 
i mpared $16,708,349 for the period 

ling Mar 1, 1937 

{ filled it March 31, 1938. were 
$53,555,900 a mpared with $73,735,326 
it M arcl 31, 1937 

Orders booked the first three months 
were $37,998,569, as compared with $74, 
242,584 for the same period in 1937. This 

1 decrease t 49 per cent For the 
twelve months ending March 1, 1938 
rders were $193,296,046 as « ared 
with $214,248,.419 for a like period of 
1937; a dect of 10 per cent 





TOASTMASTER SALES BEST 
IN COMPANY'S HISTORY 


ELGIN ILI Sales of Toastmaster 
roducts during the first four months of 
1938 were H irgest 1 that pe riod of 
the year in the company’s history, accord 
ing to K. C. Gifford, general sales man 
ager 

Mr. Gifford attributed a large share of 
the sales increase to the consistency with 
which the McGraw Electric Company has 
advertised Toastmaster products to the 
general publ he increase has made i 
necessary to start roduction ahead of 
schedule in the new $250,000 plant ri 
cently completed at Elgin, Illinois, 

Despite the unfavorable business out 
look this spring, the company continued 
its outstanding advertising campaign, using 


the same amount they 


1937. It has beet 


space as did in 
iteresting to note that 


the dealers who consistently display this 
merchandise report a steady movement of 
Toastmaster products 
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DEALERS ORGANIZE 
IN BUFFALO 


BUFFALO, N. Y.—Organization of 
the Retail Electric Appliance Dealers 
Association has been completed here with 
a total membership of 60 dealers. Mem- 
bership is expected to mount to 150 within 
a few months as more dealers are taken 
in. Local distributors were the guests of 
the newly-formed organization at a meet- 
Purpose of the association is to 
discuss trade fair practices in the industry. 

Officers are Edward P. Erion, presi- 
dent; Harold Hagstrom, vice-president ; 
Edward F. Young, secretary; Harry 
Chubaroff, managing director and Ray E 
Staff, treasurer. Directors are Theodore 
L. Anderson, Frederick W. Scherer and 
Walter A. Golnick 


ng here 


New Hotpoint Distributor 
CHICAGO, ILL 


the appointment of the Wheeling 
Equipment Company, as a full line Hot- 
point distributor in the northern half of 
West Virginia, including the Panhandle, 
has just been made by W. H. Bondurant, 
district sales manager of the Edison Gen- 
eral Electric Appliance Co. Inc 
C. J. Gerker is president of the 
ing Company. Other members 
ization are | \ 
manager, L. R. Wag 


Pryor 


Announcement of 


Kitchen 


Wheel- 
of the or- 
Middleton, general 


mer and \ W 
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NATIONAL ADEQUATE WIRING 
PROGRAM UNDER WAY IN 
NUMBER OF CITIES 


Wiring Allowance In Tucson 
ARIZ. 


plan which 


TUSCON, 


cor yperatiy 


To the established 
has been prac- 


ticed by the Tuscon Gas, Electric Light 
& Power Company of Tuscon, Ariz., 
for some years, involving a series of 


advertising allowances allotted to dealers 
on the basis of the larger appliances sold 
ind reported to the power company, the 
utility last fall added a wiring allowance 
m electric ranges. This takes the form 
of a flat $15 allowance to the dealer for 
a range or water heater, or $20 if the 
two are sold to the same home. This 
money goes direct to the dealer who can 
it on to the customer in any form 
that he sees fit. The majority of dealers 
in town offer the allowance direct to the 
customer and state the source from which 
it comes, but there is no obligation in 
this matter. It is figured that the average 
wiring cost for an electric range is about 
$30, so that the charge to the customer 
is thus reduced by half. 


pass 


Program Featured at 
Florida Meeting 


MIAMI, FLA.—A complete outline of 
the National Adequate Wiring Program 
was presented by J. H. Keele at a meeting 
of 150 electrical men, architects and build- 
ers held in Miami on May 26 under the 


| 





auspices of the South Florida Committee | 


of the Illuminating Engineering Society. 
A. C. Bergh, lighting specialist of the 
Florida Power & Light Company, reports 
that this was the 
meetings scheduled during an 
Wiring and Lighting Course. 


New Orleans to Undertake 


sixth of eight weekly | 
Adequate | 


Adequate Wiring Campaign 


NEW ORLEANS.—More than 100 
attended the recent meeting at New Or- 
leans sponsored by the Electrical Asso- 


ciation to announce details of the compre- 


hensive plan for tying in with the 
National Adequate Wiring Program. An 
attractive Plan Book for the local pro- 
gram, outlining an eight-point plan, has | 
been widely distributed to local electrical 
interests. O. C. Small, secretary of the 
Bureau's Executive Committee, made the 


principal address on the subject of the 


national activity. 
The New Orleans plan calls for the 
of _| of the \ window display poster, the 


use 
sound- 


Dealers Like This New Kitchen 











Fort Wayne dealers are allowed a 30-day appliance showing in this new 
kitchen of the Indiana Service Corp. 10,000 people see this display every 
month. Currently featured: Sparton refrigerator and Estate electric range. 
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direct mail folders, th 
Pictorial Primer, “Copper in the Home’ 
booklet, architects’ specification and lec 
ture chart. 


| slide film, three 


Spokane Organizes Wiring 
Bureau 


SPOKANE.—Spokane (Wash.) elec- 
trical contractors, wholesalers, contractor- 
dealers and utility executives organized a 
local adequate wiring bureau at a meet 
ing held on May 5. A. E. Schanuel 
field representative of the National Bu 
reau, made the presentation, with approxi- 
mately 70 in attendance. 

Harry Rogers, manager of the General 
Electric Supply Corp., presided as tem- 
porary chairman and the following officers 
were elected: R. Franks, chairman ; 
Charles H. Barrett, vice chairman ; nm. C 
Bender, secretary-treasurer. Mr. Bender 
will be in charge of the Washington 
Water Power Company’s participation in 
adequate wiring promotion. 


Monongahela West Penn 
Interested in Certification 


FAIRMONT, W. VA.—J. R. Waters, 
Jr., residential promotion manager of the 
Monongahela West Penn Public Service 
Company, Fairmont, W. Va., reports that 
the National Adequate Wiring Program 
will materially assist their wiring activity 
The certification phase of the national 
program is of special interest as is the 
fact that adequate wiring is now rece iving 
national publicity through women’s maga- 
zines, architectural and building papers 
and radio. 

The Monongahela territory covers ap- 
proximately 13,000 square miles in West 
Virginia, Maryland, Ohio and Virginia. 
For the past five years this organization 
has been conducting an educational cam- 
paign through their Domestic Representa- 
tives designed to sell home owners the 
many advantages of adequate wiring. 


Davis to Present Wiring 
Plan at Big Moose 
Convention, June 21 


NEW YORK.—L. W. Davis, general 
manager of N.E.C.A. and a member of 
the Plan Committee, will address the New 
York State Association of Electrical Con- 
tractors and Dealers on the subject of 
the National Adequate Wiring Program 
during the three-day convention to be 
held at Higby’s Camp, Big Moose, June 
20-23 The sound slide film, “Power for 
Living,” will be shown. 


Minnesota Contractor-Dealers 
Organizing Wiring Promotion 
MINNEAPOLIS.—A. C. Tait, field 


representative of the National Bureau, 
reports that the series of ten meetings 
recently held throughout Minnesota under 
the sponsorship of the North Central 
Associated Electrical Industries aroused 
wide interest in the National Adequate 
Wiring Program. 

Mr. Tait was accompanied by A. H 
Kessler, promotion manager of the North 
Central group which has prepared a com- 
plete wiring campaign for contractors 
and dealers based on the promotional 
materials available in the national plan. 
This campaign includes a series of eight 
letters prepared by the Association to be 
used by contractors and others in sending 
out eight direct mail pieces selected from 
the materials available through national 
headquarters. Mailings will be made from 
the Minneapolis office of the North Cen- 
tral Association to names supplied by 
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participating electrical interests. A mod- 
erate charge per name is being made. 


Women Editors Discuss 
Wiring on “Woman of 
Tomorrow" Broadcasts 


NEW YORK.—Katharine Fisher, Di- 
rector of Good Housekeeping Institute, 
was interviewed on the subject, “The Im- 
portance of Adequate Wiring to Modern 
Home Management,” by Alice Maslin, 
as the feature of the “Woman of Tomor- 


row” broadcast from WJZ over the 
NBC Blue network on May 7. , 
Answering Miss Maslin’s questions, 


Miss Fisher expalined that adequate cop- 
per and a sufficient number of properly 
located outlets and switches are a vital 
necessity to the satisfactory use of elec- 
trical home appliances. To these facts 
she added a detailed description of the 
comfort, convenience, economy and 
safety of adequate wiring. 

The leaflet, “Check Your Wiring,” pub- 
lished by the National Adequate Wiring 
Bureau, and which contains a condensed 
version of the residential section of the 


Handbook of Interior Wiring, was of- 
fered to listeners. 

On Saturday, June 11, the “Woman 
of Tomorrow” program will feature 
Helen Koues, director of Good House- 
keeping’s Studio of Architecture and 
Decoration, in an interview with Miss 
Maslin on “The Essentials of Modern 


Home Planning.” 

Miss Koues will emphasize the archi- 
tect’s viewpoint that adequate wiring 
should be built into the home, with full 
provision for good lighting and the con- 
venient efficient use of electrical equip- 
ment. She will mention other elements 
basic to good building, so that listeners 
will realize that adequate wiring is not 
less important than good roofing, proper 
insulation, and other modern necessities 
to the home 


Four Cities Request License 
to Operate Certification Plan 


Four more cities have submitted wiring 
standards to the National Adequate Wir- 
ing Bureau with a view of receiving ap- 
proval to operate the certification plan 
in their respective territories. These 
cities are Philadelphia, Charlotte (N. C.), 
Memphis and Tri-Cities (with league 
headquarters at Rock Island, IIl.). 

New York, Washington (D. C.), Bir- 
mingham and Los Angeles have already 
been given permission to certify ade- 
quately wired homes in their areas. 





NEW FINISHING MATERIAL 
ANNOUNCED BY DU PONT 


WILMINGTON, DEL—A new 
enamel for industrial finishing is an- 
nounced by the du Pont Company. Known 
as Short-Bake “Dulux,” this new finish 
greatly speeds up production. Its shorter 
baking time (8 to 10 minutes at 350°) 
allows a greater output with smaller 
ovens. Du Pont Laboratories have worked 
for three years in research on the new 
product. 

In addition to its shorter baking time, 
the new finishing material has demon- 
strated satisfactory adhesion to metal and 
good hiding in one coat. It may be ap- 
plied on solvent cleaned steel, bonderited 
steel or primed steel. It shows hardness, 
mar resistance, flexibility and high re- 
sistance to grease, soap and alkali. White 
or colors are available. 





Black & Decker Has New 


Service Branch 


INDIANAPOLIS, IND.—The Black 
& Decker Mfg. Co. announces the open- 
ing of their factory service branch at 
Indianapolis, Indiana. Located at 935 
N. Illinois St., this branch carries a com- 
plete stock of genuine replacement parts 
for all Black & Decker tools. 
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Taking a New Alarm to Town 





G-E expects to go to town on their new line of electric alarm clocks like 
the one on table above. And here are the men who take it to town: 
Standing, rear H. S. Perkins, NY; D. B. Hollister, ad supervisor; Clyde 


Thorson, sales manager. 


Seated clockwise: Lee Cooper, Philadelphia; 


Jerry Grannis, Boston; Joe Martin, sales engineer; Leon Williams, Atlanta; 
Harry Brown, Buffalo; Jim Galloway, NY and John Rainbault, G-E's clock 


manager. 


ASHVE SETS UP MINIMUM CODE FOR AIR 
CONDITIONING INSTALLATIONS 


NEW YORK—For the first time in the 
history of the fast growing air con- 
ditioning industry, the buying public will 
be offered definite protection against the 
installation of equipment improperly de- 
signed to do the job expected of it or 
represented to perform all of the func- 
tions of air conditioning, when in reality 
only a partial service will result. 

A “Code of Minimum Requirements for 
Comfort Air Conditioning” just adopted 
by the American Society of Heating and 
Ventilating Engineers, and developed 
jointly with the American Society of 
Refrigerating Engineers, has set up a 
uniform procedure for establishing th« 
fundamental basis for the design of com- 
fort conditioning installations. 

In the making for the past two years, 
its sponsors aim at establishing minimum 
design standards by which purchasers can 
judge the performance of equipment. 
While voluntary in nature, it is hoped 
the code will discourage sale of spurious 
apparatus under the guise that it is air 
conditioning. 

For winter air conditioning, 
indoor temperature with c 


70 deg. 
® relative 


35¢ 


"They All Love An Electric Range” 


| 


humidity, when outdoor temperature is 
30 deg., is set as a minimum design stand- 
ard. For summer air conditioning, an 
indoor design schedule of “effective tem- 
peratures” (which are index of comfort 
based on a combination of temperature, 
relative humidity and air motion is es- 
tablished ranging from 71 deg. “effective 
temperature” when it is 80 deg. outside to 
75.5 deg. “effective temperature” when 
it is 105 deg. outdoors. 

The code specifies the introduction of 
outside air for ventilating purposes at a 
rate of not less than 10 cubic feet per 
hour, per occupant, or not less than 15 
cubic feet in premises where smoking is 
permitted, with removal of 95% of ordi- 
nary dust particles to provide requisite air 
purity. 

Air velocities which account for drafts 
and are a frequent cause of complaint in 
air conditioning systems, are limited to 
not more than 50 linear feet per minute, 
according to the new code. Control of air 
temperature within 3 deg. at the five foot 
level or the “breathing zone” are also 
specified in the code which sets the first 
standards for the industry. 











Preceding the Spring showing of electric ranges suggested by the Modern 
Kitchen Bureau, the Pittsfield Electric Company of Pittsfield, Massachusetts, 
under the direction of Miss Priscilla Porterfield, Home Service Director, 


arranged a special electric range demonstration recently. 


The dishes 


which were made up on electric ranges were taken from the McCall's 
Magazine article "They All Love An Electric Range” in the May issue. The 
picture shows Miss Caroline Cecil of McCall's Magazine talking about 
electric cookery to the 225 women who crowded the Pittsfield Electric 


Company's auditorium. 
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TWO CONTESTS 
LAUNCHED BY GEN. 
ELECTRIC COMPANY 


NEW YORK, N. Y.—A New Amer- 
ican Home Building Contest with prizes 
totalling $20,000 and a Home Laundry 
Contest with product awards, have been 
launched by the General Electric Company 
as part of its advertising schedule. Both 
contest announcements were made within 
the last ten days on G. E.’s “Hour of 
Charm” broadcast heard Sunday nights 
over NBC Red Network from 10:00 to 
10:30 p.m. EDST. Maxon, Inc., is the 
Agency. 

The purpose of the Home Building 
Contest is to focus attention on the sound 
basic requirements of today’s BETTER 
HOMES, and to encourage for the bene- 
fit of home owners and the building in- 
dustry, an increasing adherence to sound 
specifications. 

The contest is open to any new or 
modernized home containing General Elec- 
tric Equipment, on which construction or 
modernization was started after Febru- 
ary Ist, 1937, and which will be completed 
within the period, August 15th, 1937, to 
December 24th, 1938, the closing date of 
the competition. The program is dedi- 
cated to home-owners, architects, realtors, 
builders and contractors. Twenty prizes of 
$1,000 each will be awarded by a selected 
jury to qualifying entries which embody 
the best utilization of the “Ten Point 
Specifications” irrespective of cost or size. 
A small, low-priced house may accord- 
ingly compete on an equal basis with a 
large or expensive house. Entry forms 
can be obtained from your local electric 


service company or from the General 
Electric Home Bureau, 570 Lexington 
Avenue, New York City. 

Five G. E. Washers and two G. E. 


Automatic Flatplate Ironers will be given 
away each week for eight weeks, between 
May 16th and July 9th, for the best 
twenty-five words finishing the sentence 
“T like the (New General Electric Auto- 
matic Flatplate Ironer/G. E. Washer) 
i eh wake h ei ais ccstea als aa te sie acs 

Entries will be judged for sincerity and 
interest. Contestants may send in as many 
entries as they desire on either the G. E. 
Washer or the Flatplate Ironer or both. 
Judges of the prizes will be John M. 
Wicht, manager of the Home Laundry 
Section, Bridgeport, Conn., Eloise Davi- 
son, director of Herald Tribune Institute 
and Bess M. Rowe, Field Editor, The 
Farmer’s Wife. 





WHITEHEAD METAL 
PRODUCTS IN NEW 
ASSEMBLY PLANT 


The Whitehead Metal Products Com- 
pany opened its new warehouse and 
assembly plant at 287-303 West Tenth 
Street on Monday, April 18th. 

Now a subsidiary of the International 
Nickel Company, the Whitehead organi- 
zation has been located at 304 Hudson 
Street for the past eleven years where it 
has maintained main offices as well as 
facilities for warehousing and distributing 
metals including nickel, monel, copper, 
brass and aluminum in commercial shapes. 

In recent years, the company has en- 
tered the national field as maker and 


distributor of household equipment in- 
cluding monel sinks, monel tops: for 
ranges and tables, monel tanks for hot 


water heaters and enameled steel cabinets 
with monel tops for kitchens and laun- 
dries. 





Duro-Test Corp. Gross Sales Up for Ist Half 


Duro-Test Corporation of North Ber- 
gen, New Jersey, largest independent 
manufacturers of incandescent lamps, an- 
nounced today gross sales of $477,246 for 
the first six months of their fiscal year 
beginning Nov. 1, 1937, as compared to 
$470,315 for the corresponding period of 
the previous year. 
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“THIS dealer 


gets my order” 


..- because he gives 
useful buying informa- 
tion in the Classified 


WHEN people want to buy something they want to know: 
Who sells it? Where is he located? Does he handle that 


advertised brand? Is he open nights? Does he deliver? 


They turn to the Classified Telephone Directory for the 
answers. Then they go to the dealers and stores whose 
advertising in the Classified Telephone Directory offers 
them the services and brands they want. 


Look in your Classified right now. See whether your 
business is adequately described. Do you tell people 
what they want to know? Are you adequately represented 
at every classification you should be and under the ad- 
vertised brands you sell? 

Advertising in the Classified pays. For proof call your 


telephone business office and ask for the directory man. 


Tell people about your business—in the Classified 
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Henry A. Tremaine, co- 
founder of Nela Park, Dies 


CLEVELAND, O.—Henry Abner Tre 
maine, pioneer in electric lighting and 
co-founder of General Electric’s lighting 
headquarters at Nela Park, Cleveland, died 
May 12 in New York City at the ag: 
of 8&5. 





HENRY A. TREMAINE 


3orn in Brownsville, New York, Mr. 
Tremaine had a long and successful career 
in numerous enterprises. He devoted 
most of his attention in the early days t 
the National Electric Lamp Company 
which later merged with the General 
Electric Company. For 42 years he was 
closely associated with the late J. B. 
Crouse of Cleveland. 

In 1901 Mr. Tremaine and Mr. Crouss 
were joined by B. G. Tremaine (his 
cousin), the late F. S. Terry, and J 
Robert Crouse in founding the National 
Electric Lamp Company (manufacturers 
of incandescent lamps) of Cleveland, 
Ohio, with plants located in many parts 
of the country. 

Mr. Tremaine and his associates intr 
duced a unique philosophy into business 
which encouraged the cultivation of fel- 
lowship among employes not only for 
their personal pleasure and well-being but 
which served as a powerful factor toward 
rendering efficient service. It also called 
for large-scale research and ideal sur- 
roundings where, under inspiring condi- 
tions, men can do their best work. Hence 
the creation of General Electric’s Nela 
Park, often referred to as “America’s 
most beautiful industrial property,” which 
was dedicated 25 years ago 


EHFA SIGNS UP MORE 
COOPERATIVES FOR 
FINANCING 


WASHINGTON, D. C.—Electri« 
Home and Farm Authority recently an- 
nounced that contracts had been closed 
with the Taylor County Electric Mem 
bership Corporation, Reynolds, Georgia; 
Johnson County Rural Electric Member 
ship Corporation, Franklin, Indiana; Rus! 
County Rural Electric Membership Cor 
poration, Rushville, Indiana; North East 
Mississippi Electric Power Associatior 
Oxford, Mississippi; South Central Ele« 
tric Association, St. James, Minnesota 
Southeastern Michigan Rural Electri 
Cooperative, Blissfield, Michigan; Th 
Tippah Electric Power Association, Rip 
ley, Mississippi; the Hancock Count 
Rural Electric Membership Corporatio1 
Greenfield, Indiana, and the Pierce-Pepi 
Electric Cooperative, Ellsworth, Wisco1 
sin; the Town of Morganton, Nort 
Carolina; Village of Olivia, Minnesota 
Thumb Electric Cooperative, Ubly, Mic! 
igan; and D. S. & O. Rural Electr 
Cooperative Association, Inc., Solomo: 
Kansas. The contracts provide that Ele 
tric Home and Farm Authority and tl 
utilities will cooperate in financing tl! 
sale of electrical appliances for use | 
consumers located on the utilities’ pow: 
lines. 
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EHFA TO FINANCE ET eee ae 
FARM WIRING and grids speed freezing 


WASHINGTON, D. C.—Jesse Jones, Evaporator 
(Chairman, Reconstruction Finance Cor- | 

ration, announced today that the Elec- 
tric Home and Farm Authority is pre- [rwrow | 
ired to assist utilities and dealers in Aluminum feil x 


ectrical appliances by purchasing in- cabinet insulation SP cars eepen pon 
siallment contracts covering the wiring 


id re-wiring of homes and farms. The Pid | af 
uthority will also purchase, under cer- 
in conditions, installment paper now in | 
» hands of utilities, covering the sale | 
electrical appliances where the pur- | 
ase will maintain or increase employ- | 
ent through new construction opera- | | 
tions. 
[he Authority has been assured of 
operation in the wiring financing pro- Food Shelves 
gram by the National Adequate Wiring me 
Bureau, which represents the National Cnsitin! Aidittes 
Electric Manufacturers Association, the 
National Electric Contractors Associa- fronts Pat 
tion, the National Electric Wholesalers 
Association, the International Association Aluminum screws hold 


f Electric Leagues, and the Edison Elec- these strips in place 
Institute. 





Ice tray compartment front 
































Alumilite-finished 
cabinet hardware 


a 


ZL 


ELECTRICAL CREDIT 
EXECUTIVES CONVENE is ed 
AT DETROIT ikon 


DETROIT, MICH.—The National 
ectrical Credit Association will cele 
rate two score years of service to th¢ 
lectrical industry at its 40th Annual 
mvention, at the Hotel Statler, Detroit, 
me 23rd and 24th. 

The 1938 Convention is under the direc- 
m of a committee composed of execu- 
tives of member companies in the Mich- 
gan area—Mr. Henry Morgan, Treasurer 
f Square D Company, Chairman. With 
e support of the Electrical Credit Asso- 


ition, Central Division, Chicago Th, ; 


George Reichert Dies 


NIAGARA FALLS, N. Y.—George J. 
teichert, 47, Niagara Falls District Man- ba ° ~ 
Sar af te bales Games, Wao Aluminum makes it a hetter efricerator 
orporation, died April 28 in Memorial 
Hospital, Niagara Falls, N. Y. He was 
yperated upon for acute appendicitis 
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\pril 19. 
Aluminum adds to the efficiency and Aluminum, from cooling coils in con- 
appearance of a refrigerator, reduces densing units, from evaporators, and 
operating costs and gives it longer life. from water being frozen in ice trays. 
Explain these facts — proven count- The heat reflectivity of Aluminum foil 
less times by the manufacturers — makes it an excellent material for in- 
when pointing out to prospects where sulating cabinets, keeping heat out. 
Aluminum is used in your refrigerator. The attractiveness of Aluminum, 
The superior heat conductivity of with its many pleasing, lasting finishes, 
GEORGE REICHERT Aluminum speeds up a refrigerator’s gives your refrigerator added sales ap- 
is ilies iene ade he thee wil, task of making cold and ice. Heat is peal. ALUMINUM CoMPANY OF AMERICA, 
Genetie. a hone an oF sb carried away more rapidly, because of 2160 Gulf Bldg., Pittsburgh, Penna. 
working there for some time, entered the 


mploy of the Niagara Falls Electric 
Light and Power Company in February, 
912, as a contract agent. 

In 1920 he was named sales manager 
{ the Niagara Electric Service Corpora- 
tion, and ten years later, in 1930, became 
manager of the Retail Sales Bureau of 
he Western Division of Niagara Hudson 
wer Corporation. His appointment as 
Niagara Falls district manager of the 
Buffalo Niagara Electric Corporation was 
effective January 1, 1938. 

Mr. Reichert was a past president and 
active member, for many years, of the 

ctrical League of the Niagara Fron- 


tier 





p 
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NEWS F 


Sun Ma was the date } 

e spec t gerat st no run i 
Denver mm Spring showings 
f me 1938 rigerat were an 

ed ll « r incipal stores 
i 4 \ ‘ le« reirige itor 
rec r vere | was art 
the ring refrigerator drive wl 1 was 
nsore | t al Electrical 
i in 
* > . 

The Public Service Company of Col- 
orado, whic! indles its lighting sales 
a littl lifferentl than most other 

yrwer < pani is very active these 

I a ert g I.E.S i with 
i t I ¢ de 4 
* * 

The annual meeting of the Rocky 
Mountain Electrical League is to be 
eld this year i Yellowstone Park, 
August 29 ¢t l \ Denver contest 

en to salesmen in any branch of the 
electrical industry offers an expense 

’ r ent as reward 

e ! I.E.S la s he 
Augu ] 
* * * 

Washing ma ne schools held by 
the Dixon-Taylor-Russel Company in 
American Fork and Pleasant Grove, 
Utah, resulted in a number of sales and 
a promising list of home demonstra 

ons booked lhe Dexter washer was 
featured | \ Hanser Dexter repre 
sentative conducting the schools. Both 
events enjoyed capacity attendance, 250 
in American Fork and 165 in Pleasant 
Grove taxing the capacity of the stores 


* * * 


The Schoss Electric Company of | 
Ogden, Utah was first dealer of that 
ity to take advantage of the power | 
ompany’s oftet to hold a cooking 
for each local dealer who could 
ten or prospects or users 
Dealers supply their 
which is alled in 
Power & Light Company’s 


school 
supply 


; 


for such a class 


more 
own equipment inst 
the Utah 
kitchen 


* . > 


Over 4,000 people attended the 3-day 
Hotpoint range school which was held 
by the Powers Electric Company of 
Tucson, Arizona during March. The 
event was held in a local motion picture 
theater during the afternoon hours, the 


invitation to attend taking the form 
of an announcement in the papers 
About $300 in prizes was given away, 
with the usual registering of names. 
Definite follow-up by the company’s 
seven salesmen is planned and Mr. 
Lowry, manager of the Powers Com- 
pany expects to prove that fully 10 per 
cent of the list are definite prospects 
So much interest was shown in the 
school that plans are already under 
way to repeat the event next year 


The Utah Power & Light Com- 


pany’s weekly electric range essay con 
test continued through April. During 
the first six week some 4,143 essays 
were submitted, the number increasing 
each week More than 100 towns and 
ties have participated in the event 
es 
( k and i gra whicl 
al deak ane his Stat ot 
ilesmen emselve prepare on an 
elet ic rangé ! the are later to 
have become ilar in the Inter- 
ital ll One of these suc 
( tul event wa hel recently in 
Provo, Utah, when Paul Huish and | 
taff of the Hu Electric Company 
re the guest r tne nome ervice 
f the Utah Power & Light | 
PAGE 46 





LASHES 


pa In Tooele all dealers t ok part 
each being responsible tor some part 

the meal Later he enjoved seeing 
his competitor eat the food he had 
prepared 


Celebrating 25 years in business, Axel- 
rad’s of Salt Lake City recently staged 
a Silver Jubilee sale during which 25 
of additional credit 


was given for every 
dollar made in down payment up to 
25 per cent of the total purchase 
Laundry equipment and I.E.S. lamps 
were prominent in their advertising for 


his event 


Tornado Survivor 


When a tornado tore through Pekin, 
lll., recently, one house, from base- 
ment to roof was completely de- 
stroyed. But this ABC washer came 
through almost without a scratch. 


Special trade-in allowances for old 
ranges have been offered in Salt Lake 
during the past few weeks by the 
All-Appliance Company on purchase of 
1937 Westinghouse, by the Ashworth 
Appliance on purchase of a Norge and 





Kansas City Gets a Look at New G. E. Line 





Kansas City got a good view of the new line of General Electric washers 


and ironers recently. 


Here's a shot of the presentation to G-E Supply 


men. Included in the picture above are B. C. Bowe; district manager; 
Glenn Chaffer, sales manager; John M. Wicht, laundry equipment mana- 
ger; David Hays, commercial engineer; W. E. Graham, district manager, 
G-E Supply; and W. L. Rasmussen, district appliance sales manager, Kansas 


City. 


by The Paris on a 1938 model Frigid- 


aire range. This company also offers 
$20 for an old washer and $25 for 
your radio. The Southeast Furniture 
Company gives a joint sale price on 
its ‘Monarch ranges plus eight linear 
yards of linoleum. Radio Studios have 
been offering $50 for “your old cook 
while Auerbach’s has both a 
washer and radio trade-in offer 
* 7 * 

Symons of Butte, Montana, is again 
holding Monday afternoon cooking 
classes on its mezzanine floor, with the 
cooperation of Mrs. Ethel Sales, featur 
ing Norge appliances. 

* * * 


stov agg 


Seventeen home service advisors of 


the Washington Water Power Com- 
pany attended a second annual con- 
ference on home service which was 


held in that company’s new auditorium 
in Spokane early in March. Each girl 
was assigned a topic and discussions 
were conducted on such subjects as 
“The Job of the Home Service Ad- 
viser,” “Modernizing School Home 
Economics Laboratories,” “Home Serv- 
ice on the Farm,” “Demonstrating 
and “Dealer Con- 


Electric Roasters,” 
tacts and Demonstrations.” Home 
service schools for each district are 
planned by this group beginning in 
March and continuing through June. 
* © «© 

Continuing its advertising on Better 
Light, the Washington Water Power 
Company has been offering a clearance 
sale of 1.E.S. lamps, with a 20 per cent 
discount allowance for the old lamp 
traded in on the new purchase. 


Westinghouse Took First Prize 





They had a 


"“motocade” preview of the New York's 1939 World Fair re- 


cently and this 30-foot Westinghouse float carried away first honors in the 
Production division, The big cog-wheel between two massive horses heads 
got over the story of electricity in dramatic fashion. 


JUNE, 


J. D. Ross, superintendent of Seattle’s 
City Light and Bonneville Power Ad 
ministrator, recently made a radio ad 
dress on the “Buy-a-Home-F.H.A 
Plan.” The city is still offering $10 
wiring in connection with range sales, 
either their own or dealers’. Automatic 
hot water heaters installed complete 
including wiring and plumbing come as 
low as $79.50. 

* * * 


Six new homes built by a speculative 
builder in Seattle, Wash., which in 
clude a Bendix Home Laundry in their 
equipment have recently received con 
siderable publicity on that score. The 
installation was made by The Hopper- 
Kelly Company of Seattle. 


* * * 


Laundry equipment received joint 
advertising attention in Butte recently, 
led by a power company ad which 
recommended washers and_ironers 
bought through “your favorite store.” 

* * * 


Hennesy’s of Butte, Montana re- 
cently celebrated a “grand opening” 
of a new small appliance department 
located on the main floor. A coupon 
run with the announcement the ad 
was good for $1 on purchase of an 
$8.95 iron. Coffee was served to all 
visitors to the department throughout 
the day. Another event of interest at 
this store was the Spring Carnival and 
Treasure Hunt. Articles of consider 
ably higher value were marked down 
to $1, only one of a kind in each depart 
ment representing the “treasure.” The 
lucky winners were those who found 
the bargain item first. 

* a * 


The Maytag Shop of Butte, Montana 
celebrated the opening of its new radio 
department during March. An entiré 
floor is given over to this display. Th« 
firm specializes in Zeniths. 

. a * 


The Hunter Radio Company of Port- 
land, Ore. has recently remodeled its 
store and is going in for the persona! 
servicing of major electric appliances 

* * a 


In line with their new policy of 
pushing sales through electric dealer 
are the recent promotional ads of th 
Portland General Electric Company of! 
Portland, Ore., listing electric wate 
heaters of approved types and the deal 
ers who carry them. 

” * * 


“Get both for only a few cents mor 


a day” advertises Roberts Bros. ©! 
Portland, Ore., advertising rangé 
refrigerator combinations. 

* ~ * 


The Powers Furniture Company ¢ 
Portland, Ore. suggests that its cu 
tomers buy a console radio for tl 
living room and at the same time 
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To dealers who want more sales/ 


Refrigerator salesmen, dealers, and distributors 
have said: ‘Give us the facts about refrigerator in- 
sulation and about Dry-Zero. Facts put backbone 
in our story. We want to make full use of them.” 





gf 
Are the facts available? Yes! Illustrated to the 
right is a book which gives them to you. 


Insulating for a lifetime 


Insulation is placed in the refrigerator walls to 
reduce the cost of operation. Naturally, to be of any 
practical benefit this requires that the insulation 
keep its original efficiency for as long as the refrig- 
erator is used. 


Independent authorities have demonstrated that 
one insulation gives efficient service for the full 


WHY DO SOME 
REFRIGERATORS 
DIE INSIDE 


life of the refrigerator—that is DRY-ZERO. Instead 
of folding up prematurely, Dry-Zero stays resilient 
clean, and effective for as long as the refrigerato 


is used. 


This means a permanently low operating cost. 


Why it means more sales 


Because you can guarantee lifetime service and 
economy with Dry-Zero insulation, you have an 
EXTRA SALABILITY feature in the refrigerator in- 
sulated with it. 


Furthermore, you can use this sales point with 
every prospect, because the appeal of economy is 
universal. Every householder wants it. 

If you want more refrigerator sales, get your free 
copy of A Book of Facts about 
Refrigerator Insulation. It 
can be used to clinch your 





13 vital insulation 
questions clearly 
answered in this 
Book of Facts... 


sales story with prospects; 
to train new salesmen; to pre- 
pare advertisements and 
sales letters about your re- 
frigerator. Get your free 
copy, now! 


DAO AND 


ENS ULATION 


The Most Efficient 


Commercial Insulant Known 


Dry-Zero Corporation - 
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Merchandise Mart -> 


Chicago 


1938 


peat 


Send the coupon for your free copy 


Dry-Zero Corporation, Merchandise Mart, Chicago 
Send the free Book of Facts about Refrigerator Insulation. 
(One copy free. Extra copies 25c each.) 


Ee 


Company 





Street___ ee 


City, State_ oh 


Refrigerator handled = 


Extra copies at 25c each r a — 
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“Increased Sales in a D 
Price Market” 


Features That Can- 
not Be Duplicated-- 
-Barton Water- 
Breaker Tub and 
Multi-Flo Agitator 


= €® 


You can increase 
your profits with 
the Barton line 


LWA 


“1710 EXTRA WATER CURRENTS 
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PER MINUTE” ad 


emoralize 





JUNE, 





table model for kitchen, boudoir or 
office, offering a special combination 
price tor the two. 


* * « 


Peck Bros, of Portland, Ore. recent 
undertook to introduce the public to 
the new 1938 line of Automatic washers 
and Ironers and Arvin Radios by run- 
ning a “magic square” contest, with 
washer or ironer and radio as prize 


* * * 


The B. C. Electric Home Service 
Department recently completed its fift 
annual household training course f 
girls who are to go into househo!l 
employment in Vancouver, B. C. Thi 
work is done with the sponsorship of 
the Y.W.C.A. and the provincial gov 
ernment of British Columbia and is 
designed to give the girls diversified 
training in the use of electrical equiy 
ment which they are likely to meet in 
the homes where they will find en 
ployment. Graduating exercises in 
cluded a full meal cooked by the girls 
on anelectric range, plus a later serv 
ing of tea and sandwiches and cakes 
which was also their work. 


* * - 


“We need 25 used electric refrig 
erators for an apartment house,” ad 
vertises Breuner’s of Sacramento, 
Calif. and offers a special allowance 
until the necessary number is secured 
Among the interesting services at 
nounced by this store for the use of 
customers are the magazine table or 
the first floor stocked with home build 
ing ideas and the cooking school now 
under way 


x * * 


A model Hotpoint electric kitchen on 
display at the Alhambra Theatre ot 
Sacramento, California provided an op 
portunity for customers of H. L. Wood 
to view the equipment which he has 
for sale Any who could not attend 
the exhibit were asked to phone in 
for an oppointment with the store’s dis 
play truck which would gladly call at 
the customer’s home for a demonstra 
tion without obligation. 


7 * © 


Demonstrations of electrical equip 
ment, many of them with food samples 
for distribution, were part of Chas. 
Brown and Sons “Household Insti- 
tute,” held recently in their Market 
Street store, San Francisco. 


* * * 


Among the services offered by Barker 
Bros. of Los Angeles, home furnishing 
store, are: Complete F.H.A. informa 
tion, advice on kitchen planning and 
decoration, recommendation of reliable 
persons for repairs and painting as part 
of modernization of the home, maga 
zines and albums on home problems 
contacts with good building contract 
ors in any desired locality, advice and 
information on air conditioning, refrig 
eration and heating, lighting problems 
discussed, check up of outlets and 
lights, help in arranging a_ balanced 
expenditure and budgeting expense 


* * - 


The Phoenix Radio & Supply Com- 
pany of Phoenix, Ariz. announces th« 
expansion of its store and the installa 
tion of a 1938 model kitchen, to whos¢ 
opening all customers were invited 
Stanley R. Iverson is president of 
the company. 

- * * 


Los Angeles is considering a specia 
water rate for air conditioning installa 
tions, based on the ton capacity of the 
installation from May Ist to November 
Ist. 


* * * 


Enforcement of its substandard ap 
pliance sales ordinance has been under 
taken by Fresno, Calif., starting wit! 
a dealer educational campaign. 

” * * 


Another testimony as to the relativ« 
speed of fuel and electric ranges ha 
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heen received, this time from Los 
Angeles. Tests carried out by dealers 
nd their salesmen who attend coopera- 
ive sales classes given by John Stig- 
ian in Los Angeles recently com- 
ared the times of bringing water to 
boil on electric and fuel-type ranges. 
The electric won out with a record of 
min. 35 sec. for a high-speed closed 
electric element and of 7 min. 25 sec. 
wr an open electric element. The fuel 
pe range brought the same amount 
f water to boil in 9 min. 48 sec. 


* * ” 


Refrigeration was to the fore in 
rthern California from April 21 to 
May 21, those dates being the ones 
osen for the refrigerator campaign 
vonsored by the Electrical Appliance 
Society of Northern California. The 
slogan this year was “It Pays for Itself 
ind Then Pays You.” Particular at- 
tention was directed to families with 
incomes of $2,000 a year and under, 
who were shown how they could pur- 
hase a refrigerator out of savings 
made in their household expenses. The 
Society and the Pacific Gas & Electric 
Company spent approximately $30,000 
advertising and dealer promotion. 


* * * 


The Smith Appliance Store of Og- 
den, Utah, managed by Mr. and Mrs. 
Reed Smith recently conducted a cook- 
ing school in the local Penney store. 
Ninety housewives attended and two 
ranges, one washing machine and one 
radio were sold 


* * am 


According to facts brought out at 
this year’s annual sales conference of 
the Utah Power and Light Company, 
it is the salesman rather than the cus- 
tomer who usually brings up the sub- 
ject of the cost of operation of a par- 
ticular appliance. 


* oa * 


During the recent Los Angeles high 
water, one of the employees of the 
Los Angeles Bureau of Power and 
Light found that his electric water 
heater was partly submerged in a 
flooded basement Not wishing to 
handle the switch under water, he 
left it as it was and throughout the 
flood period the family enjoyed hot 
water, while less fortunate neighbors 
with fuel type heaters had to resort 
to primitive methods of heating water 
to take care of washing dishes and 
family baths. The water heater is 
still operating, without any adjustment 
1r special care 


” * + 


New to San Pedro, Calif., is the 
H. H. Newton Company, which opened 
March 1 under the ownership of H. H 
Newton, former sales manager of the 
Woolwine-Norris Corporation of Los 
Angeles. ome economists and demon- 
strators were on hand for the grand 
opening, serving refreshments to a 
large portion of the population of San 
Pedro who came to visit the store 
The company formerly did business 
under the name of the Sampson Elec- 
tric Company. 


* * * 


An attendance of 250,000 was ex- 
pected at the Southern California 
Home Show and Electrical Age Ex- 
position which was held at the Pan 
Pacific Auditorium in Los Angeles for 
eleven days starting April 21. Fred 
Marlowe, director of the F.H.A. in 
southern California reported that up 
to March 11 more than 30,000 applica 
tions for loans, amounting to $131,- 
633,826 had been made and that $102,- 
400,384 in loans had been approved 
for home and apartment building in 
ten counties of southern California 
Electrical firms and utilities were rep 
resented in the Show by extensive in- 
dividual exhibits, although there was 
no concerted participation on the part 
of the electrical industry as a whole. 











You sell kitchen ranges. 
What could be more 
natural than for you— 
— at the same time —to sell a woman the 
cooking-ware she needs? 

Put in a line made of Armco Stainless 
Steel and turn an extra profit, with little 
extra work. 

Housewives are rapidly becoming con- 
scious of the many advantages of stainless 
steel. Its gleaming surface does not stain 
or tarnish in ordinary household use. 
Accumulations that stick stubbornly to 
other surfaces wash away more easily. 

You can tell your customers, too. that 
Armco Stainless Steel retains its glisten- 


ing newness for many years. 
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And when you show them that cooking- 
ware made of Armco Stainless carries the 
already familiar Armco tri- 
angle trademark, there are 
no lingering doubts of 
quality or lasting service. 

We'll be glad to tell you about the 
interesting profit possibilities in cooking- 
ware made of Armco Stainless Steel. 
Write us today for information. The 
American Rolling Mill Company. 


2041 Curtis Street, Middletown. Ohio. 


RMCO STAINLESS STEEL 


. 
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CHROMALOX 


Super-Speed RANGE UNITS 





them because 
they help me 
to sell ranges! 


“Like all 
amount of word-of-mouth advertising, and 
their 


dealers, I figure on a certain 


Chromalox share! 


When I 


equipped 


units sure get 
Chromalox- 
pros- 


those are the units 


show my line of 
ranges, chances are the 
pect will say ‘I know 
and she's 


When that 
range sale.” 


my neighbor has on her range, 
most enthusiastic about them.’ 
happens, it means another 

Not only do Chromalox units help to 
sell ranges, but they help them to stay 


sold. 
ness, are only part of Chromalox advan- 


Cooking speed, economy, cleanli- 


tages—long life is a big factor, too, and 
an important one from the standpoint of 
the dealer, power company, 


Everybody, 


deplores profitless after-sale servicing and 


range manu- 
facturer. customer included, 
as nearly as is humanly possible, it just 
doesn’t happen with Chromalox units. 


ANOTHER THING 
THE DEALER LIKES 


is the way these units fit all ranges, and 


thus allow him to service all types of 


ranges without delay, and at mighty small 


outlay for stock. And of course, every 


Chromalox unit in service, no matter 


what range it is on, provides a powerful 
ultimate sale of 


stimulus for the a new 


all-Chromalox-equipped range. 


Find out how and why many deolers 
are cashing in 
units. 


with 
Use the coupon. 


Chromalox 






_ 


GET THIS 
SALES PLAN 
BOOK «| 


Mail with your business letterhead 
EDWIN L. WIEGAND CO. 


7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the "“CHROMALOX PLAN” book. 
Name 

Position 
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Rew Pasiticus of the Mouth 








Bendix Electric Belle Mfg. Co. 
Divisional Managers, field personnel J. H. Dunlap on May 1 resigned as 
managers and service men of Bendix sales manager for James and Company, 
Home Appliances, Inc., met at South Inc., St. Louis, Missouri, General Elec- 
Bend, Ind., recently for a sales and serv-_ tric distributors, to accept a position as 
re-organization meeting vice-president and general sales manager 
“This meeting has been called,” said of the Electric Belle Manufacturing Com- 
Judson S. Sayre, vice-president in charge pany, according to Addison Brown, presi- 
iles, “to acquaint our field organiza- dent of the latter firm. 
with our new expansion and sales The Electric Belle Company with plants 


in Huntsville, Alabama, manufacturers of 
electric ranges and heaters, specialize in a 
cabinet range with full capacity 
mass market. 


gran We are reorganizing our na- 
nal sales territories and creating several 
ew divisions with a manager tor 
This will give us fourteen divisions with 


each 


which to maintain an intimate contact Dunlap had been sales manager of all 

with our distributors and dealers.” appliance departments at James & Com- 
Che new divisional managers and their pany for one year prior to his recent 

territories as announced by Mr. Sayre resignation. 

are: J. T. Dalton, Eastern New York 

ind Pennsylvania; (¢ J. Laufersweiler, GE Appliance Sales 


Southern Ohio Northern 
umeron, Chicago and C. M. 
Godfrey, Minnesota General 


Indiana and 
Kentucky; R. C. ¢ 
Milwaukee; G. I 


Wilson, 
Electric 


sales manager of the 
radio sales division, 


ind the Dakotas; S. R. Kemp, Kansas, Bridgeport, has relinquished those duties 
Missouri, Southern Illinois and Arkansas; to become district appliance sales man- 
C. D. Mitchell, the Southeast. R. F. Hot- ager for the company in the New re 
ton and C. B. Graves have been added as_ area, with headquarters in Boston. He 
special sales representatives. H. E. Rich will succeed M. B. Connolly, who has 


irdson has | 


en appointed as regional resigned. 
nanager of Iowa and will set up a direct Prior to becoming radio sales manager 
dealer operation in that state for the a little more than a year ago, Mr. Wilson 
distribution of Bendix Home Laundries had been located in Philadelphia in charge 
Additional factory personnel announced of radio sales in that district. 
it the meeting were Harlow Lyons as 
lief statistician, H. G. Dakin as sales 


Automatic Electric Heater 


rrespondent, Frank Denninger as per- 


nel director, Faith Richards to head . . . 
Ber ' Gordon H. Clark has been appointed 
educational division, Guy Cyr as man- . tk sos : 
wer of the co-operative advertising de- Southern Division Manager for the Au- 
sastment Yooenis Witieem us on aioe ; tomatic Electric Heater Co., Inc., manu- 
} ‘ } . “1. . facturers of Sepco electric water heaters | 
le conte uureau and G. H. Glassman, ' : : hey ~ 
satetant eeoulng suemamed and electric heating specialties. Mr. Clark 
eae will make his headquarters at Birmingham 
ind will supervise the rapidly increasing 
Electrol sales of his company’s products in North | 
and South Carolina, Georgia, Florida, | 
At a recent meeting of the Board of Alabama, Tennessee, Mississippi, Lou- | 


Directors of Electrol Incorporated Stan- 
ley H. Brown was made vice-president 
d Sales Manager of the Company. 
Mr. Brown has been associated 
Morgan J. Hammers, President of the El 

( 


: ‘Imer L. 
ompany, for many years and is an €x- Nash-Kelvinator Corporation to accept 
rienced executive in the oil burner in- 


regi an appointment as Mid-Western Adver- 
lustry. : tising Manager of Forbes Magazine with 
Mr. Brown has appointed J. E offices in the General Motors Building, 
$ assistant vice-president Detroit. Mr. Sylvester was manager of 
the Air Conditioning division. 


isiana and Texas. 


E. L. Sylvester 


with 


La Bahn 


Proctor Electric 
Wisconsin Association 


Frank W. 


Philadel- 
MacRae, 


Proctor Electric Company, 


phia, announce that Mr. H. D. Greusel of the Greusel Dis- 


“ - 
216 McKink y street, Rochester, New tributing Corporation, Milwaukee, was | 
York, has been added to their list of reelected president for the fifth time 
a Mr. Ma Rae will repre- recently of the Wisconsin Radio, Re- 
ent the Proctor Electric Company in frigeration & Appliance Association. 
the upstate New York territory Gordon Ische, Gordon Fairfield, Morley- 
Murphy, Arthur Schleiger of Shadbolt 

Penn Electric Switch & Boyd Company, George & George 
Weiland, were on the ticket with him. 


G \ Weener, 
tor many years 
trol and 


eating and refri 


Minneapolis, Minnesota, 
identified with the con 
branches of both the 
igeration 


Westinghouse Lamp Division 


accessory 


“ mip Fi d othe Ieotene's Rae po proc ro A. E. Snyder, sales manager, Westing- 
pm oe Wem Wieetehe Switch Co house Lamp Division, today announced the 
, rs lh 4; ee an net «appointment of George Best Mackey as 
os ee, Seen Ss to _an an manager, Southwestern District, West- | 
a oe so issued al R. H. Lus- inghouse Lamp Division, with headquar- 
ombe, sales manager of that company In ters in St. Louis 
new capacity with Penn Electric 3 i 


Mr. Mackey joined what was then 
known as the Westinghouse Lamp Com- 
pany in January, 1922, as junior salesman 
in Philadelphia. He became Philadelphia 
manager in February, 1929. In April, 
1935, he was transferred to the Executive 
Sales Office as manager of the Syndicate 
Department. 


Switch Company, Mr. Weg 


is a tactory Saies 


ner will work 
engineer out of the 
adquarters office of the company at 
Goshen, Indiana 


William Opdyke 


William K. Opdyke, Advertising Man- 
wer and editor of publications for the Duquesne Light Co. 
Warren Telechron Company since 1928, 
has resigned that position to e stabli ish a Frank R. Phillips, president of the 
pecialty type of industrial lations or- Duquesne Light Company, has announced 
nization, with headquarters in Boston. the election of Edmund C. Stone as vice- 
Prior to his Telechron connection, Mr president and general manager of the | 


Ondyke was Editor of “The 
The Atlantic De iler,”’ and 
ther house organs 


Bostonian,” 
numerous 


Duquesne Light Company. Mr. Stone 
was formerly assistant to the president 
of the Philadelphia Company. 


JUNE, 


ior the 


Sylvester has resigned from | 





LITTLE TIME LEFT 
_ TO SHARE IN 


$2,000 
CASH PRIZES! 


Two more of the big electric 
water heater cash prize 
contests close shortly. Bet- 
ter get busy and enter now. 
There’s still time—and plen- 


ty of money to win! 
tail salesmen of util- 


ities and dealers on 


“How I Sell Electric Water 
| Heaters.” A contest each 
| month through 1938. 


dow displays by util- 


ities and dealers. Contest 
closes June 30, 1938. 


$ For the best news- 
400 paper advertising 

campaigns on Elec- 
tric Water Heaters by utilities 
and dealers. Contest closes 


July 31, 1938. 
national 


1 000 :: pele for the 


operating utility company that 
does the best all-around elec- 
tric water heater job in 1938. 





For letters from re- 





For the best electric 
water heater win- 


And a silver cup 





DETAILED INFORMATION 


and contest rules have 
been released to all 
operating utility com- 
panies and local Modern 
Kitchen Bureaus. Ask for 
information or write to 


NATIONAL ELECTRIC 
WATER HEATING COUNCIL 


THE MODERN 
KITCHEN BUREAU 


420 LEXINGTON AVE. 


NEW YORK, N. Y. ) 
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Trt tal One 


@ More so than in recent seasons, it will take a canny 
selection of merchandise to coax Fall business into 
your sales sheets. This vear your summer buying is 
especially important because consumers are in a very 
discriminating mood. 

To get their business you must offer them really new 
merchandise, novel items in household equipment, 


geared to the latest mode—and 








. JULY 






































litt : 5 - 16 
i INCLUSIVE 
uf : . 





Keen competition stimulates creative effort, and no- 
where else in the world will you find more creative 
leaders grouped under one roof. 

The up-to-the-minute quality merchandise our tenants 
will display July 5 to 16 is not only fresh and smartly 


styled but it is being priced with a sharp pencil so as 


to sell readily in vour store under current conditions. 





rightly priced. Only then will 


they buy. 
¢ ¢ 1—Furniture 


That is exactly the type of 2—Floor Coverings 


3—Lamps and Shades 


merchandise vou will find 


ae ‘ a 4—China, Glass & Pottery 
awaiting vour selection at The 





Merchandise Mart in July. 


5 —14th Semi-annval Curtain 


SHOP ALL SIX MARKETS 
JULY 5—16 INCLUSIVE 


& Drapery Exhibit (July 5-15) 
(Sponsored by the Chicago 
Drapery Mfrs. Ass'n) 


6—Summer Housewares and 
Appliance Show, including 
Toys, 
Goods. 


Shop The Merchandise Mart 
carefully and thoroughly in 
July. Your Fall profits will de- 
pend on your careful choice — 
and we believe you can do a 


Games and Wheel better job of buying here than 








in any other center in America. 


VISIT THE NEW NATIONAL HOME BUILDING EXHIBIT— SEVENTH FLOOR 


THE MERCHANDISE MART 


The World’s Biggest Buying Center 


. Wells Street at the River 


CHICAGO 
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WAKE UP! 


TO THE 


YEAR'S BIGGEST CLOCK NEWS 


| 








TO RETAIL FOR 
ONLY 

















THE SERGEANT 
Model 7H-94 


With plain dial and 
Model 7H-94-L with lu- 
minous dial, are available 
in a handsome moulded 
plastic case of black or eek | 
ivory finish. Stock all five 
models in the General 
Electric low priced line, 4 
and feature the Sergeant 
on its tailor-made dis- 
play, designed to draw 4 
Maximum attention while F 
occupying the minimum ie 
amount of space. 7 


| . +. the lowest price ever 
quoted for a genuine G-E Alarm! 


A real leader — backed by a com- 
plete line of self-starting General 
Electric clocks. 











PRESCRIPTION FOR STIMULATING BUSINESS 
Six clocks plus a sure fire individual display for the 
leader, all packed in a single carton. 

Introductory Assortment No. 1 





MATCH THESE FEATURES 
WITH ANY CLOCK 


List Price SELLING FOR $2.95 
1 7H-94 Sergeant Alarm, black $2.95 ; 
1 7H-94 Sergeant Alarm, ivory 3.50 ¢ Electric alarm 
1 7H-94-L Sergeant Alarm, black 3.95 © Self starting 
(LUMINOUS DIAL) @ Sealed-in-oil motor 
1 7H-94-L Sergeant Alarm, ivory 4.50 @ Styled plastic case 
(LUMINOUS DIAL) 
1 7H-78 Acorn Alarm, brown 3.95 r potas 
1 2H-08 Garcon Kitchen Clock, ivory 3.50 o fae spares <5 wieitels 
Buy these six clocks, plus free display, only $14.82 © Me om 
Sell them in no time at all for 22.35 oN rd 
———— o regulating 
Pocket $ 7.53 © Guaranteed 


WRITE OR PHONE YOUR GENERAL ELECTRIC CLOCK DISTRIBUTOR NOW 


THERE IS A COMPLETE LINE OF G-E CLOCKS WHICH RETAIL FOR LESS THAN $5 


GARCON DUNCAN 


m $4.50 
Occasional 





IF IT’S ELECTRIC... BE SURE IT’S GENERAL ELECTRIC 


GENERAL @ ELECTRIC 
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EVANS PRODUCTS 
LATEST TO INVADE 
APPLIANCE FIELD 


DETROIT, MICH—With a ba 
ground of more than 20 years as a mat 
facturer of a wide variety of produ 
and the development of new ideas and n¢ 
methods to fit new needs, Evans Produ: 
Company, Detroit, announces its entry 
the oil heater industry. The announ 
ment of a completely new and revo! 
tionary line of oil burning space heate 
is made by R. B. Evans, general manag 
of the Evanoil Division of the compar 
This merchandise, which will bear tl 
trade name “Evanoil”, also includes a 
oil burning hot water heater and a lin 
of automatic air conditioning furnaces for 
use in homes of six or seven rooms. 

“Our company occupies a unique posi- 
tion in American industry”, Mr. Evans 
said, “its success and growth being 
founded primarily upon the recognition oi 
a need for a certain product, then devel- 
oping that product for a ready market 
Evans products are always new develop- 





A. W. SHIELDS 


fa 
\ 


ments, and have established a reputatior 
for creative engineering in the develop- 
ment of all of our products, including, of 
course, our new Evanoil units.” 

The history of Evans Products reveals 
a steady expansion dating back to 1915. It 
was in that year that Edward S. Evans 
president, laid the foundation of Evans 
Products Company, which has grown to a 
virtual industrial empire with plants in 
Detroit, Coquille, Ore., Brighton, Mich., 
Marshfield, Ore., Bandon, Ore., Jackson, 
Miss., and Vancouver, B. C. 

While the company first became a major 
factor in American industry through its 
development of automobile loading equip- 
ment for freight cars, its later successful 
developments include storage battery sep 
arators, Auto-Railers, ventilating and 
heating systems for automobiles, busses 
and trucks, automatic grade crossing pro 
tective devices, wood block flooring, power 
gear shift units for automobiles, Venetia 
blind slats, trailer stoves and ventilating 
equipment, fuel, oil and water pumps, et 

This unusual diversification of products, 
covering a wide and varied range of mar- 
kets provides unusual flexibility in sales 
and production. Naturally, such diversi- 
fication necessitates the use of a highly 
specialized engineering and research staff 
which forms a logical reason for Evans’ 
entry into the oil-fired circulating heater 
field, Mr. Evans points out 

The Evanoil heater is presented in a 
complete line with capacities for a wide 
range of uses. Designed by Rachael Rase- 
man, eminent stylist, the Evanoil sets a 
new high standard in eye appeal. 

The Evanoil line is rounded out by ad- 
ditional oil burning units—a compact 
automatic storage-type hot water heater 
and a line of modern air-conditioning fur- 
naces, priced to appeal to the volume 
market. 

A. W. Shields, general sales manager 
of the Evanoil Division states that all 
Evanoil units will be marketed through 
the regular trade channels and will be 
supported by a complete merchandising 
program which will include national ad 
vertising and sales helps for dealers. 
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CROSLEY Ranges 


lhe Crosley Radio Corp., 
Cincinnati, Ohio 

lels: Crosley enters range field with 

new models. 

ace Units: Two 8-in. 2000 and 1200 
atts; 2 6-in. 1200 and 1000 watts; 
ippliance outlet 660 watts, platform 
lamp 100 watts; oven units: single unit 
2800 watts; 2-unit oven, broiling 1800 
watts, baking 2800 bottom, 400 top, pre- 
eat 5000 watts. K-850 equipped with 
4 open units; K-852, 4 Chromalox; 
K-851, 3 open units and well cooker; 
K-853, 3 Chromalox and well cooker 
Selling Features: Convertible oven 
series K-850 to K-853 equipped with 1- 
piece white porcelain enamel stain re- 
sisting cooking top and splasher; posi 
tive locking shelf type oven racks, large 


utility compartment on left side; low 
setting thermostat; 3-heat silver con 
tact switches, single unit ovens may 
be converted to double unit ovens by 
addition of broiler unit Optional 
equipment at additional st consists 
of Speedwell Cooker, 660 watts high 
and 165 watts low; 2-piece condiment 

timer clock; platiorm lamp, a 


thermostatically controlled warming 


lit for utility drawer of K-870 series; 
K-885 series is equipped with combina- 
tion electric and coal or electric and 
1 burners for rural territories. K-893 
kitchenette range equipped with 3 
Chromalox units and full 16 in. oven.— 


Electrical Merchandising, June, 1938 


v 





UNIVERSAL Irons 


Lander, Frary & Clark, 
New Britain, Conn. 


Vodels: E7163 Lightweight and E7866 


Standardweight iron. 
lling Features: Lightweight, 1000 
watts, Standardweight, 800 watts; 


round heel is wrinkle-proof; air-cooled 
iatural grip handle; finger tip auto- 
matic control provides correct heat for 
ill fabrics and cuts off current; tapered 
point and beveled edges; permanently 
ittached cord.—Electrical Merchandis- 
ng, June, 1938. 
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EASY lroners 


Easy Washing Machine Corp., 
Syracuse, N. Y. 
V/odel; 138 Easy-Matic. 


Selling Features: 3-speed control coupled 
with 3 operating temperatures facilitates 
finishing of all kinds of fabrics—new 
high speed makes 9 revolutions per 
min.; low speed 4 r.p.m. and medium 
speed is 6 r.p.m. Other features include 
finger-tip or adjustable knee-controls ; 
roll-stop control makes it possible to 
use roll as flat plate presser; new lap- 
shelf folds down and out of ironer 
table; adjustable clothes rack for fin- 
ished pieces ; dual-purpose cover, spring 


balanced, can be used as table top 
when closed and as extra shelf when 
opened; 26 in. roll left end is com- 


pletely open; double-plated chromium 
shoe; white enamel finish.—Electrical 
Verchandising, June, 1938. 





v 


BLACKSTONE Cleaners 
Blackstone Mfg. Co., Inc 


Jamestown, N. 


Vodels: Three floor models 383, 393 and 
347 and 2 hand models 161 and 138. 

Selling Features: Yloor models equipped 
with motor driven, revolving brushes, 
Micrometer rug thickness adjustment ; 
rubber pistol grip; convenient trigger 
switch; double rear wheels; tilting 
mechanism; handle lock, rubber bumper 
on wide nozzle; Model 393 equipped 
with floor light; Model 347 has single 
rear wheel. Hand model 161 equipped 
with motor driven brush; hand model 
138 air type cleaner with soft rubber 
nozzle; accessories available include 
soft, flexible extension hose; blower 
onnection; hose connector; curved ex- 
tension tube; soft round brush; 6 in. 


nozzle; blower tool; and Blackstone 
moth sprayer. 
Prices: From $30 to $45.—Electrical 


Verchandising, June, 1938. 
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PROCTOR Roasters 


Proctor Electric Co., Seventh St. & 
Tabor Rd., Philadelphia, Pa. 


Models: Three new oval shaped, white 
enamel Roast-or-Grilles Nos. 102, 103 
and 104. 

Selling Features: No. 102, 11 qt. capac- 
ity, 1320 watt roaster element; blue and 
white speckled enamel cooking well and 
inset pan; Vitalu lid with prop attach- 
ment fdr broiling and a_ lift-or-tilt 
hinge; recessed front panel for name 
plate, oven temperature control dial 
with blue Bakelite indicator and Glow 
Cone pilot. Equipment consists of 
plated steel drip pan; frosted Mirro 
aluminum pan set; adjustable height 
grille rack; end pan lifter; trivet for 
center pan; 1500 watt broiler unit to 
fit in lid, $3 aditional. 

No. 103 modified version of 102 with 
natural-finish Mirro aluminum pan set, 
1 height baking rack; broiling unit 
with adjustable grille rack $3 aditional. 

No. 104 smaller Roast-or-Grille has 
a 9 qt. capacity with a 1000 watt ele- 
ment, automatic control with signal 
pilot; design follows larger models but 


height is reduced 2 in. Vitalu lid is 
not hinged; Mirro natural aluminum 
pan set; Proctor hinged broiler unit 


fits inside lid with projections to a 
hinge clipped on rim under inset pan 


with a 1-position broiling rack $4 
additional. 
Prices: 102, $23.95: 103, $18.95: 104, 


$15.95.—Electrical Merchandising, June, 
1938. 





G-E lroners 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Models: One new flatplate and 3 rotary 
ironers. 
Selling Features: Automatic flatplate 


ironer equipped with console cabinet, 
which can be converted into storage 
shelves swivel table top cover swings 
up and across; polished aluminum shoe 
has 300 sq.in. ironing surface; new 
ruffle iron draws heat from ironer shoe; 
Calrod elements; 2 thermostats provide 
individual temperature control for each 
end of shoe; G-E Thrustor supplies 


400 lb. hydraulic pressure. Rotary 
ironers are also equipped with swivel 
table top cover; adjustable thermostatic 
controls pressing control; 1/15 hp. 
motor; 2-speeds; safety release.—Elec- 


trical Merchandising, June, 1938 


Vv 





PACKARD Roto-Shaver 


The Progress Corp., Distributors, 521 
Fifth Ave., New York City 


Description: Consists of a rotor, similar 
to a cap on a bottle, mounted on a 
motor driven shaft with four revolving 
blades urged by centrifugal force 
against the under side of spherical 
guard plate perforated with 900 holes; 
guard plate is designed to depress the 
skin forcing hair strands by suction 
to enter holes, contacting rapidly re- 
volving blades where they are clipped.— 
Electrical Merchandising, June, 1938. 


v 








APEX Washer 
Apex Rotarex Corp., Cleveland, Ohio 


Models: Ten new models—243, 240, 
240-P, 241, 241-P, 242 242-P and 2 gas 
engine washers; Model 243 illustrated. 

Selling Features: Equipped with 2zew 
cast aluminum Spiral Dasher Agitator 
which the manufacturer claims washes 

faster, and + cleaner; 3 vanes; has 
360 sq.in. washing surface; each vane 
has perforations and cleaning ridges; 
spiral construction forms spreader cups 
at bottom and top of agitator; New 
“free running’ mechanism—driving 
gear, driving segment and connecting 
rod operate spiral dasher are disen- 
gaged when agitator is not operating; 
other gears run free of this extra 
drag ; 240 and 241 equipped with stand- 

ard 16 gal. tub; 242 18 gal.; 243 20 

gal.; all models finished in white with 

aluminum trim except 240 which is 
platinum grey with aluminum. Wringer 
has Apex pressure selector, balloon 
rolls, instant safety release; electrically 
welded chassis construction; painted 
metal parts Bonderized to prevent rust. 
—Electrical Merchandising, June, 1938. 





UNIVERSAL RAZOR 


Universal Industries, 6227 Broadway 
Chicago, Ill. 
Features: 


wv 


‘elling Double action high 
speed cutting edges self sharpening 
non clogging; specially designed a.c.- 
d.c. precision motor; insulated Bakelite. 
case. 

Price: $5.—Electrical 

June, 1938. 


Merchandising, 
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XIRST AND LAST, the big reason why DULUX _ ing, in spite of hard household service. 

helps sell refrigerators faster is that DULUX 

is the finish that gives women greater value for 
their money. 


Women know the extra advantages of a DULUX 
finish. And alert dealers are capitalizing the 
popularity of DULUX to close sales quicker. They 

DULUX is whiter at the start. It keeps its spar- are featuring DULUX in every selling talk. And 
kling whiteness an amazingly long time. Its sleek you’ Il find that DULUX can help you speed up your 
surface is easy to keep clean. It is unusually dura- sales in just the same way! E. I. du Pont de Nemours 
ble... is highly resistant to chipping and crack- & Co., Inc., Finishes Division, Wilmington, Del. 
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CROSLEY Refrigerators 
he Crosley Radio Corp., Cincinnati, Ohio 


\fodels: Four new models in new line 
called “Regular line” KB5-31, KB5-452, 
KB5-552 and KB5-652 have been added 
to Crosley Shelvador standard and dé 
luxe lines. 

Selling Features: Capacities of 3.16, 4.5, 
5.5, and 6.5 cu.ft.; equipped with Shel- 
vador features such as 18-pt. tempera- 
ture control, cold storage tray, auto- 
matic interior light, removable shelves, 
hinged shelves for storage of tall bot- 
tles, porcelain food compartment with 
acid-resisting stainless bottom, rounded 
corners and chrome finished hardware: 





TELECHRON Clocks 


Warren Telechron Co., Ashland, Mass. 


Vodels: Two new alarm clocks: “At- 
tendant” and “Dispatcher.” 

Selling Features: “Attendant” self-start- 
ing alarm; large dial, clear numerals; 
available in brown or ivory plastic case. 

“Dispatcher” same design as “At- 
tendant” but equipped with luminous 
dial. 

Prices: “Attendant” brown case, $2.95; 
ivory case, $3.50; “Dispatcher,” $3.85. 

Electrical Merchandising, June, 1938. 


Vv 


SHAV-PAK Unit 


The Radtart Corp., 13229 Shaw Ave., 
Cleveland, Ohio 





Bonderized Dulux finish; fluted design 
4 modernistic base finished in black; 
unit is mounted in bottom of cabinet— 
a new feature to Crosley design; im- 
proved Crosley Electrosaver unit; auto- 
matically lubricated; with exception of 
apartment house model KB5-31 the 
built-in 5-tube Crosley superheterodyne 
radio is optional in all models. 

Prices: KB5-31, $99.50; KB5-452, 
$112.50; KB5-552, $137.50 and KB5-652, 
$149.95. — Electrical Merchandising, 
June, 1938. 





Device: Shav-Pak power units. ’ 
Selling Features: Designed to furnish 
suitable power for electric shavers 


where 110 volt current is not available ; 
portable 6-volt model or a permanently 
mounted model may be used in auto- 
mobiles, trucks, trailers, boats. A port 
able 32-volt model is available for farm 
lighting systems or railway trains.— 
Electrical Merchandising, June, 1938. 


HOTPOINT Ironer 


/lome Laundry Division, Edison General 
Electric Appliance Co., 5600 W. 
Taylor St., Chicago, Ill. 


\/odel: Priscilla Imperial Ironer and 2 
other new Hotpoint ironers. 

Selling Features: Console type ironer 
with folding cover which provides ex 
tra shelves for finished ironing; Other 
features are concealed casters, 2 ther 
mostats, motor switch, step and sta 
bilizer to hold ironer in_ position; 
adjustable pressure and dual-speeds 
which permit operator to set own iron- 
ing pace; High-speed Calrod elements ; 
26 in padded rolls; chromium plated 
shoe; dual knee and finger control; 
fully enclosed mechanism permanently 
lubricated; white Calgloss baked 
enamel Bonderized.—Electrical Mer- 
chandising, June, 1938. 


v 


Sle 





MONARCH Dry Shaver 


Monarch Mfg. Co., 711 W. Lake St., 
Chicago, Ill. 


Vodel: Monarch De Luxe. 

Selling Features: Newly designed double 
shaving edges; self sharpening and 
non-clogging; specially designed life- 
time motor; operates on 110-120 volts, 
a.c. or d.c.; Bakelite case designed to 
fit hand available in gray or black. 

Price: $5.—Electrical Merchandising, 
June, 1938 
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G-E Washers 


General Electric Co., Mdse. and Appli 
ance Dept., Bridgeport, Conn. 


\fodels: Five wringer and 2 spin-basket 
washers comprise new “White Line”. 
Selling Features: Capacities from 6 to 9 
lb.; equipped with new 1-control wring- 
er—single control bar starts, stops, ap- 
plies and relieves pressure; bottle-neck 
tubs; 9 Ib. model has white steel skirt 
with black toe-board; wringer washers 
feature activator and permadrive mech- 
anism; friction-drive, impeller - type 
pumps; + hp. G-E motor.—Electrical 

Verchandising, June, 1938. 
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GLIDE Shaver 


The International Appliance Co., Div 
International Radio Corp., 


Ann Arbor, Mich. 


Selling Features: Moving blade with bev- 
eled edges provides shearing action; 
self-sharpening; outer stationary blade 
smoothes skin and hold hairs erect; 
3 colors; 2 years servicing and over- 
hauling guarantee at nominal charge. 

Price: $7.50.—Electrical Merchandising 
June, 1938. 
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KENT Floor Machine 


The Kent Co., Inc., 103 Canal St., 
Rome, N. Y. 

Vodel: A-11. 

Selling Features: For use where small 
area of floor space is to be maintained ; 
scrubs, refinishes, buffs; weighs 35 lbs.; 
brush 11 in. diam.; 4 hp. offset motor 
for perfect balance and ease of opera- 


tion; straight-line drive; automatic 
handle switch and gears housed in 
grease; safety handle switch—Electri: 


VM erchandising, June, 1938 





MAYTAG Ironer 


The Maytag Co., 


Newton, lowa 


Vodel: F-7A cabinet ironer. 
Selling Features Divided heating ele- 
ment; double thermostatic controls; 


pilot light; double open end roll; 26 
in. roll; press control; 2-speed control; 
heat trap dome; adjustable shoe pres- 
sure; dual operating controls; separate 
switches for motor and element; over- 
size motor; utility table top cabinet; 
Maytag type end shelf at left only; 
white enamel finish.—Electrical Mer- 


chandising, June, 1938. 
v 





<t- sa | 


RIVAL Broiler-Server 


Rival Mfq. Co., 307 Westport Rad 
Kansas City, Mo. 
Device: Combination broiler-server 
Selling Features: Broils, roasts, bakes 
16 in. from handle to handle, 94 in 
high when cover is closed; aluminum 
platter 9 in. wide, 14 in. long, % in. 
deep for serving sizzling hot food at 
table placed on Pyro-Pad; base and 
cover chromium plated with walnut 
legs and handles; also detachable han 
dles for platter; 1000 watts, 115 volts. 
Price: Complete with Pyro-Pad 
baking rack, $6.95.—Electrical 
chandising, June, 1938. 
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CORY Drip Coffee Brewer 


‘lass Coffee Brewer Corp., 325 N. Wells 
St., Chicago, Ill. 


l)oenre: 


Device: All glass drip coffee brewer. 
Selling Features No metal; Pyrex 
brand glass filter plate has patented 


trap for catching grounds; upper glass 
has arrow indicating proper brewing 
position; Pyrex lower glass has ever 
cool handle and hinged decanter cover 
—hinged cover swings out of way fo1 
brewing—makes excellent tea-pot; 80 
watt Cory warming unit for use at 
table—not brewing—keeps coffee at 
correct serving temperature. 

Price: $5.95.—Electrical Merchandising 
June, 1938 
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EELLS Twin Table 


James Eells, 6501 Euclid Ave., 
Cleveland, Ohio 

Device: Wired twin-coffee table 
Selling Features: Two tables—one rest- 
ing snugly above other—and both of 
the same height when separated ; double 
outlet is mounted inside bottom table 
with 10 ft. cord to reach across room; 
removable chrome-plated tray 14x24 
in. fits in bottom table; 5 inches of 
storage I twin tops when 
closed accommodates a sandwich 
grille, waffle iron or other articles; 18 
in. wide, 30 in. long, 19 in. high when 

closed. 


space retween 


irge 


Prices: $19.75 complete with 
cord set in mahogany or 
De Luxe model also 


lel ] ava 
Electri 


tray and 
walnut; 
lable at $35.— 


Da , 8020 
11 Merchandising, Tune, 1938 





G-E Alarm Clock 
General Electric Co . A ppliane e and Mdse. 
Dept., Bridgeport, Conn. 
Models: 


Selling Features: 
chrome bezel, 


Sergeant 

Black plastic case with 

ivory dial and black Ara- 

bic numerals; self-starting ] 
motor, sealed in oil; 54 in 
wide, 24 in. deep; 
case and gold 
price. 

Price: $2.95.—Electr 
June, 19; 


available 


vory 
bezel at 








WESTINGHOUSE Hot Plates 


Westinghouse Electric & Mfg. Co 
Mansfield, Ohio 

Models Deluxe and Standard hot plates 
for apartments, summer cottages or as 
auxiliary cooking devices. 

Features: Equipped with Corox 
Economizer cooking units 6-in. diam 
with four heats of 1150 watts on high, 


Selling 
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General Electric Co., 


575 medium, 267 low and 120 simmer; 
closed type construction prevents spilled 
food or dirt to collect; range type, 
rotary switches; white porcelain enamel 
top with rounded corners is easily 
cleaned; DeLuxe model equipped with 
2 complete Corox Economizer units; 
Standard model has one Corox unit 
and one smaller unit 4 in. diam. which 
uses 400 watts; black and chrome trim. 
—Electrical Merchandising, June, 1938 





NITEAIR Attic Fan 
Lau Blower Co., Dayton, Ohio 


elling Features: Three fan sizes—30, 
36 and 42 in. 36 in. fan has a capacity 
f 8,000 c.f.m. and will supply a com 
plete change of air in home every min 
ute; may be installed in outside attic 
wall using entire attic space as suction 
chamber, or where roof is not air-tight, 
Niteair may be installed in a suction box 
in center of attic; an automatic Niteair 

mtrol may be supplied at slight addi- 
tional cost.—Electrical Merchandising, 
June, 1938 





G-E Humidistat 


Air Conditioning 
Dept., Bloomfield, N. J. 

Device: Humidistat to control humidify- 
ing apparatus in residences. 

‘elling Features: May be installed sepa- 
rately or in combination with a thermo- 
stat or night-and-day assembly; con- 
sists of multiple human hair element, 
electrical contacts; magnet snap action ; 
rotating dial calibrated for a range of 
from 20 to 60 per cent relative humid 
ty; single-pole, single-throw 2-wire 
contact blade opens on relative humidity 

ise and closes on drop; suitable only 

1 low voltage; antique ivory plastic 

ase with gold trim; plugs into wall 

receptacle. 

May be combined with night-and- 
day thermostat assembly to control 
humidity and temperature; time switch 
also enclosed in ivory plastic case may 
be mounted near humidistat.—Electrical 
Merchandising, June, 1938 





| 





Tu 


EVANOIL Circulating Heater 


Evanoil Heater Div., Evans Products Co., 
Detroit, Mich. 


Device: New type oil fired circulating 
heater. 
yelling Features: New reversed forced 


air principle makes it possible to dis- 
charge heat in large volume from the 
base distributing it to distant points at 
floor level; this same principle of vol- 
ume movement of air makes it a prac- 
tical unit for summer cooling; all 
models are of the lowboy type with 
capacities for wide range of uses. 
Two other oil burning units—a com- 
pact automatic storage type hot water 
heater and a modern air conditioning 
furnace—are also offered to the trade. 
Electrical Merchandising, June, 1938. 
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BAR-BROOK Attic Ventilator 


Shreveport Engineering Co., 1241 Dalzell 
Street, Shreveport, La. 


Models: 4 models, 22” to 60” using 4 to 
5 h.p., and having capacities from 4100 
CFM to 42,000 CFM. 

Selling Features: Exhaust type attic ven- 
tilator with streamlined suction orface 
and framing; rubber mounted ball 
bearings; l-piece cast aluminum alloy 
blades give perfect balance, rigidity and 
no vibration noises; G-E Thermo- 
tector; circuit breaker fuse link; sim- 
plified belt tightening; simplified in- 
stallation; rubber mounted motor and 
heavy felt lined crate insure silent oper- 


ation ; brown crinkle enamel finishes. 
—Electrical Merchandising, June, 1938. 
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SIPCO Hedge Trimmer 
Schartow Iron Products Co., Racine, Wis. 


Selling Features: Cuts area 14 in. wide; 
operates with two handles; new pat- 
ented center drive; yo hp. Hamilton 
3each motor; 115 volt a.c. or d.c 11,000 
r.p.m. 

Price: $37.50.—Electrical Merchandising, 
June, 1938. 
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CRANE Water Heater 


836 S. Michigan Ave., 
Chicago, IIl. 


Crane Co., 


Model: Selectric. 

Selling Features: Round type availab\ 
in eight sizes, 8, 16, 30, 40, 52, 66, 8 
and 100 gal. capacities; square cabinet 
type available with 30, 40 and 52 gal 
capacities; table type in 30 gal. only 
Other features include Multi-blad: 
heating element; Thermalert tempera 
ture control; cold water inlet spray 
directly into element; Heatseal insula- 
tion; white baked enamel finish wit! 
black trim; 8 and 16 gal. models avail- 
able with one heating element and 
thermostat; other sizes available wit! 
one or two elements and thermostats; 
table type heater available only wit! 
one element and one thermostat; special 
wattage elements optional equipment at 
no charge.—Electrical Merchandisin 
June, 1938. 














UNIVERSAL Ironers 


Landers, Frary & Clark, 
New Britain, Conn. 


Models: E85 table-top 
popular priced model. 
Selling Features: E85 equipped with por- 
celain table top, 2 thermostats auto- 
matically control heat; extra size 7 in 

roll, both ends open. 

E31 equipped with 2 thermostats au- 
tomatically controlled; 6 in. roll, both 
ends open. 

Both models equipped with knee 
finger-tip control; full-floating chr 
mium plated shoe with double heavy 
duty heating elements; 2 auxiliary drop- 
leaf tables; pressing-iron regulator 
emergency hand lever; rubber mount 
motor; white enamel finish; ironing 
shoe 1375 watts. 

Prices: E85 cabinet model $79.95; E31, 
$59.95.—Electrical Merchandising, Jw 
1938. 


cabinet; E3] 
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PHOTOFLASH Bulb 


Westinghouse Electric & Mfg. Co 
East Pittsburgh, Pa. 


Device: Vest pocket flash bulbs No. 7 


and 15. 

Selling Features: No. 7 is 13 in. diam.; 
develops 22,500 lumen-seconds ; contain 
metal foil and metal wire which burn 
for a longer period than former type 
accurately timed and designed so tl 
synchronization of camera shutter with 
lamp flash is easier. 

No. 15 is 2% in. diam. and is rated at 
30,000 lumen-seconds.—Electrical Mer- 
chandising, June, 1938. 
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N ITS MANY YEARS of leadership in sales financing, 

C.1.T. has won the confidence of millions. Sen- 
sible time buyers of major household appliances, 
such as mechanical refrigerators, ranges, washing 
machines, room coolers and similar conveniences 
have relied upon this Plan. They know that it offers 
standard rates and terms to fit individual budgets, 
as well as tactful, considerate collection methods. 


80% are budgeted 


It is generally agreed that at least 80% of the pur- 
chases of major household appliances are paid for 
“out of income.” This means that your sales financ- 
ing service is extremely important. It often is the 
door opener to a successful sale! 








PROTECTS THE 
TIME BUYER 





SUCCESSFUL SALE! 


It’s to your advantage to be able to say: “You 
can purchase under the C.I.T. Budget Plan.” 
Customers understand those words. 
There are still other important advantages to 
you in dealing with C.1.T. 
—Ample funds for all requirements. 
—Tactful, on-the-spot credit investigation. 
—Immediate purchase of acceptable paper by 
local office near you. 
—Efficient, friendly collection service. 
—C.I.T. service is national in scope and is not 
subject to local or regional business disturbances. 
When you finance through C.1.T. both you and 
your customers benefit. 


C.I. T. is the world’s largest independent sales financing institution, established in 1908, and serving dealers and 
purchasers everywhere through 184 local branch offices. Each branch is a self-contained, fully-functioning unit. 


CLT 





ELECTRICAL MERCHANDISING—JUNE, 1938 


PAGE 59 








Home Service Methods 
That Have Succeeded 


HORTON. picse 


os CONTINUED FROM PAGE 23 


regular members of the class have 
the preference. Evening meetings for 
business girls have proved popular. 
There are absolutely no drawings, ex- 
cept that occasionally the food used 
in the program is given away. This 
means that those in attendance are} 
there because of a bona fide interest in 





the subject. Their names and ad- 

dresses are secured at the time of 
registering for the course. 

| 

* * 7 } 


Instruction teas for women’s organi- 
zations have proved popular events 
in British Columbia. These are ar 
ranged by appointment on application | 
of the organization. The power com- | 
pany furnishes the auditorium and | 
competent assistance from the home| 
service department; the food is pro- 
vided by local grocery firms who are 
glad of the advertisement. The club 
usually charges 25 cents admission to 
members as a money making event, 
and also appoints committees to take 
charge of the tasks of preparing food, 
serving it and cleaning up afterwards. 
Two or three must be on the prepa- 
ration committee. A home service 
girl is at hand to advise and superin- | 
tend their work and to aid them in| 
the use of the modern equipment in| 
the power company kitchen where the 
food is prepared. Six club members 
later serve the food and at least two 
stay on afterwards to clean up. The| 
most enthusiastic 
about such kitchen aids as the electric 
mixing machine and many of them 
have expressed an intention of putting 
one in their own home. The program 
consists of a talk on household prob- 
lems by Miss Jean Mutch, home serv- 


Just Published ice director for the B. C. Electric Rail- 
way Company, or one of her staff. 


HOUSEHOLD Music occasionally supplements this 

talk, but no other program is allowed. | 

ELECTRIC [he meetings start about 2.30 and 
control devices and cir- REFRIGERATION about 4:30. 


service By JOHN F. WOSTREL and JOHN G. PRAETZ ifs 
Massachusetts Department of Education 


406 pages, illustrated. $4.00 


| 
| 
| 
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HORTON MANUFACTURING CO., FORT WAYNE, INDIANA 











ladies have been 


How to install, service, and repair 
household electric refrigerators 





See this book for: 


basic compression and 
absorption system cycles 


usually are over 


equipment te- 
quirements 


ise of gage sets user classes cannot com- | 


pletely supplant individual home calls, | 


Group 








trouble-shooting charts A practical manual for refrigeration service men, electricians, but they can cut down the number of | 
ind others interestec : : d - z - as 

notor-trouble charts ers interested in the operation, construction, adjust- | cajjs necessary to a minimum. And 
ent, and servicing of household refrigerators and their con- they have advantages of their own 

repair methods trol devices. In non-technical language it covers refrigeration according to Beth Fillmore of the 

3 < s 

refrigerator construction fundamentals and gives practical instructions on service | Portland General Electric Company. 

etc operations, how to diagnose and correct troubles, service Such a group will: a 

p equipment, motors, et | 





1. Give more contacts with less expendi- | 
ture of time and effort. 
Makes possible a more thorough and | 
complete demonstration of equipment | 


See it 10 days on approval. Send the coupon. 





SSSR EEE EERE ESET EERE EERE e than is possible in the home. 
McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 3. The demonstration can be visual, ac 
Send me Wostred and Praets’s Household Electric Refrigeration for tual cooking being done rather than 
10 days’ examinat n approval. In 10 days I will send $4.00 merely talking about the cooking. 
{ f t r etur ' tr i (Postage paid or . . . 
lus few ge k postpaid Postage paid on 4. The time is definitely planned and there 
. remittance - - 
are no interruptions such as are likel; 
i, et a ie. bee dn) Se Cee to occur in the customer’s home. 
5. Users benefit from contact with other | 
iY users. 
City a | The result has been more, not merely 
P satisfied, but enthusiastic customers 
who sell electric appliances to their 
Company : +++ EM. 6-38 friends because of their own complete 
B pproval in U. S. and Canada only.) a al to the id 
SSS ERE ee conversion 0) e 1c ea. 
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MOTOR SCO 


Do a bigger business over a 
larger area in your commu- 
nity! Make more frequent 
service calls or deliveries in 
a fraction of the time—at 
far less cost—and at a bigger 
profit to you! Doall this with 
a Rock-Ola Motor Scooter 
—America’s newest, inexpensive mode of 
transportation! 

Think of the advertising value the scooter 
will have for you—with your name imprinted 
where everyone can see it day after day! Every- 
one in town will get to know you! Your sales 
are bound to increase! 

You don't have to pay cash! Sold by your 
dealer on low R. M. C. time payment terms. 
Write for his name and full details on the 
Rock-Ola 3-wheel model featuring the revo- 
lutionary ** Floating Ride.” 

DEALERS: A few valuable dealer franchises 
available. Write or wire 

MFG. 


ROCK-OLA ti: 


SCOOTER DIVISION 
828 N. KEDZIE AVE., CHICAGO, ILL. 


SOLD ON 


R.M.C. 


EASY 
TERMS! 





















Have you seen the 


€VERHOT 
TIMER - CLOCK ? 


new 


LIST 
PRICE 
ONLY 


$h.95 


(makes a 
dandy 


premium) 








Turns the current "on" and “off” 
any time during a 12-hour period. 
Here is accurate time control for 


% electric roasters 

* radio 

% window display lights 

%& and many electric appliances 


FREE effective counter card 
™ stops shoppers—makes 
Get Sample At Once. 


EVERHOT 
Electric Cooking Chests 
and Appliances 


sales. 


Write for 7-color catalog 


The Swartzbaugh Mfg. Co. 
Toledo, Ohio 
1498 Merchandise Mart, Chicago 
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NICHROME 


@ You're selling glowing wires and rib- 
bons. Electrical heating appliances are, 
fundamentally, just that. 


Those 
must provide the required heat. They 


incandescent wires and ribbons 
must maintain the full measure of heat 
over a long service life. Otherwise, any 
heating appliance is useless. 


NICHROME 
electrical heating alloy. Appliances 
equipped with NICHROME are built on 
a firmer foundation. So, if you sell gen- 


is the universally accepted 


vine NICHROME-equipped appliances, 
you are selling guaranteed satisfaction. 


Reg 


a a a) , HARRISON 





ATTENTION 


BUYERS! 


HOUSEWARES—CHINA—GLASS 
ELECTRICAL APPLIANCES 


JULY 10-16 


SUNDAY TO SATURDAY 


HOTEL PENNSYLVANIA 


462 rooms filled with exhibits of House- 
ware—Electrical Appliances—China and 
Glass for your inspection and Fall sales. 
should make 


Every progressive Buyer 


plans NOW to attend; 


"AMERICA'S FOREMOST TRADE MARKET" 


NEW YORK HOUSEWARES MANUFACTURERS ASS’N | 
Room 108A 


1938 








| fitted 


| erator, 


Hotel Pennsylvania 


Effective procedure in handling a 
trouble call on a range, according to 
Audrey Herrington of the Pacific 
Power and Light Company: 


Ask the customer to tell her story of 
what is wrong. Ask to see her pans 
and how she places them in the oven. 
If nothing wrong in methods or pans, 
find out about recipe and methods of 
preparing it. Check the levelness of the 
oven, heat and working of thermostat. 
Find out if she uses temperatures ac- 
cording to instruction book. If the 
trouble is still not located, follow up 
with a short baking process such as 
biscuit is baked on a biscuit sheet, or a 
cake recipe baked in an ordinary tin 
pan about fifteen inches long and eight 
inches wide. This gives a complete pic- 
ture of the levelness of the oven, the 
type of browning and whether it is a 
high or a low oven. If the housewife 
is still not convinced, have her prepare 
her own pet recipe with which she has 
been having trouble and place it in the 
oven. This will indicate if she is fol- 
lowing instructions and if her pans are 
correct. If the pans are at fault point 
out her position as an earning power 
in the home and the importance of hav- 
ing proper equipment, making her feel 
the purchase is a good investment. If 
the fault lies with the range this is 
frankly acknowledged and arrangements 
are made to have it remedied as soon 
as possible. Then make a follow up 
call to see if she is satisfied. 


Brooklyn’s Brownstone 
Guinea Pig 


ees CONTINUED FROM PAGE 2! - ee 


In its original state the house was 
a single-family dwelling of three 
stories and basement. It was con- 
verted into a_ six-family 
dwelling. The original rent of $25 
did not cover taxes, mortgage inter- 
est, insurance, water, or upkeep, and 
the building was typical of thousands 
of similar properties in Brooklyn, 
obsolete and financially unstable. It 


| now has a three-room apartment on 


NEW YORK HOUSEWARES SHOW 


the first floor, a four-room apartment 
on the second floor, 
room apartments on the third and 
fourth floors. The main entrance was 
relocated at ground level. A modern 
steel provided inside, 
and an oil-burning low-pressure steam 
heating system. 

The apartment 
with the latest 
Electric unit kitchens, 
and calculated to 
stallations costs. 
cludes electric range, electric refrig 
and electric sink, with steel 
cabinets. The modernization depart- 
ment of the Brooklyn Edison Com- 
pany cooperated with the architect in 
making electrical and lighting specifi- 
cations. 

It is the hope of Carpenter, its 
sponsor, that the Brooklyn brown- 
stone “guinea pig,” now shining and 
attractive from its white stone front 
to its modern kitchens, will prove an 


stairway was 


six kitchens were 
type General 
prefabricated 
cut labor and in- 


| effective stimulant to adjacent prop- 


erty-owners. He feels that modern- 
ization and electrification can be em- 
ployed to restore old city dwellings on 
a large scale and at a profit, thereby 
solving a major metropolitan diffi- 
culty and stopping the march of the 


slums. 








multiple | 


and two two- | 
| sections, manufacturers’ part 
numbers (even shows year of 


The equipment in- | 













1938 Gilmer 
Belt Catalog 
OTHING like it now or 


ever in the whole industry. 


144 packed pages listing re- 


| frigerator belts for 4450 models, 


135 makes by lengths, cross- 


manufacture where this helps you 


find proper belt faster). Handy 


pocket size. Usefully indexed, 
| sensibly arranged. 


GET Gilmer BELTS 


Tough + Minimum Stretch « Full- 


| Sized « “Tailor-made in the 


grooves” on the world’s largest as- 
sortment of V- moulds -« Built by 
belt engineers « Gilmer builds 
only belts. Gilmer Belt Jobbers 
earry full stocks, insuring Quick 
Deliveries everywhere, always. 
Send coupontoday for your FREE 
Copy of Gilmer 1938 Belt Catalog. 


L. H. GILMER COMPANY 
Tacony, Philadelphia 


| Send “America's Belt Bible” to 


YOUR NAME 


AND ADDRESS 
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HERE’S HOW TO 

TQM SUMMER SELLING 
INTO RED HOT : 
IRON SALES 


“RIBBONAIRE” FAN 3 95 


FAMOUS PROCTOR $ 
“BLUE STREAK” IRON 8.95 


Combined Value 12.90 


HE “Ribbonaire” fan (with blades of ribbon) is made by the 

Diehl Manufacturing Company. Its quality and reputation are 
unquestioned. Your customers will like this new “draft free” fan 
that gives off a gentle breeze, sufficient to cool the person ironing 
yet cannot catch clothing or parts of the body in its blades of ribbon. 
Children cannot get harmed. It’s furnished in a beautiful blue to 
match the “Blue Streak” Proctor Iron. When not used for ironing, 
clamp fits into base and may be used as an ordinary electric fan. 





’ BOTH FOR ONLY 


*8.95 


and your customer's old iron 





You'll Warm-up to Greater Proctor Iron Sales With These Cold Facts— 
(1) 
(2) 


Each “Ribbonaire” fan is packed in the same carton with the Proctor 
‘Blue Streak” Iron. 


With every sale of 6 irons you receive FREE 300 beautiful rotogravure 
folders to be distributed to your customers. 


You also receive 2 arresting window streamers that tell the story of this 
great summer event. 


(3) 


Place this fan on the edge of an ironing board . .. pin one of the stream- 
ers along the side of the board and you have a most attractive handily- 
made display. 


(4) 


ORDER NOW — PROMPT DELIVERY. 


Write for full details. 
PROCTOR ELECTRIC COMPANY - 7th AND TABOR ROAD - PHILA. - PA. 


PROCTOR 


IRONS * TOASTERS +» WAFFLERS 
and ROAST-OR-GRILLE, Complete Electric Cooker 
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Tell It With Your Hands 





rarity to see a salesman peddling an 
order from dealer to dealer to see 
how much more he can stretch it. It 
does not matter if he is getting a 
drawing account from one dealer. 
Even store owners are not furious 
when they catch a salesman at it. 

New York has one practice which 
is original. Even after a customer 
has bought a refrigerator, he or she 
may continue shopping just to see if 
they got as good a price as possible. 
Let a dealer suspect his time is being 
wasted and he will give his customer 
what is called a “burn-up.” “What,” 
he cried, “You paid $195 for that 
refrigerator—I could have given it 
to you for $140.” And so it goes, 
until the poor customer has lost all 
faith in his bargain. 

Foreseeing that chiseling practices 
would eventually result in gyp elec- 
trical merchandise, E. F. Jaffee, vice- 
president of the Consolidated Edison 
Company of New York, Inc., formu- 
lated a cooperative dealer merchan- 
dising plan for the Manhattan-New 
York area. Consolidated Edison, 
which has discontinued the direct sale 
of appliances, promotes through its 
electric shops, turns over the business 
to approved dealers. In addition the 
company issues “merchandise credits” 
to customers based on the number of 
kilowatt-hours of electric current con- 
sumed in a month, 

To be a Class “A” approved dealer 
—and benefit from this over-the- 
transom business and financing—one 
has to carry a sufficient stock, pro- 
vide delivery and repair service and 
to sell on the following terms: On 


$5 to $10 items, get 25 per cent 
C.0.D.; with deferred payments to 


be completed within six weeks and 
a charge of 10¢ per deferred pay- 
ment made; on $10 to $25 sales allow 
12 weeks time, with one sixth of 
the remaining balance to be collected 
every two weeks, plus a charge of 
10¢ per deferred payment. On $25 
to $50 items, 20 per cent must be 
C.0.D. with 16 weeks time and 15¢ 
per deferred payment. On_ items 
over $50 the sale must be for 20 per 
cent down, 24 weeks for installments, 
plus a charge of 25¢ per deferred 
payment. 

Dealers agree to fill orders sent 
them by Consolidated Edison only 
with merchandise in which they hold 
full title. Class “B” and “C” dealers 
have fewer privileges and hence are 
badly outnumbered by the “A” group. 
Following is the classification of Con- 
solidated Edison Company approved 
appliance dealers, Feb, 18, 1938: 


A B C Total 


Manhattan and 


See 279 66 52 379 
Bro kl vn escee 204 13 18 235 
TE: saeuses 123 16 14 153 

606 95 8&4 785 
Westchester 
Lighting Co.. 95 42 137 
701 137 84 922 
JUNE, 
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Consistently Consolidated Edison 
runs promotions which assure their 
approved dealers a 35 to 40 per cent 
markup. Approved dealers must sell 
these items at the campaign pric« 
The prestige of the utility is behind 
them. Equipment is standard. In 
way the approved dealer is forced t 
make a profit. Some of the deals 
E. H. Holmberg has been promoting 
are “pin-it-up” Railley lamps, Procto 
toasters, GE Hotpoint irons, Packard 
Elektro shavers, Westinghouse sand- 
wich grills, Manning-Bowman waffle 
irons, Silex coffee-makers and Philc: 
radios, 


Jess Goldberg 


Now then let’s hop down and cal! 
on Jess Goldberg on Hester Street, 
an approved dealer, and see how he 
likes selling appliances in New York 

“You picked a swell town,” he said, 
“A lot of dealers here live on the 
2 per cent cash discount, and sell 
absolutely at wholesale. Door-bell 
ringers get nowhere in New York. 
The landlord supplies the range and 
refrigerator. We can sell only the 
radio and the apartments are about 
98 per cent saturated. Consolidated 
Edison is all right, but of course 
they are looking out for themselves. 
For example, they have an electric 
bill that offers a discount on purchases 
—50¢ on 100 kilowatt hours, It is 
not good for more than 25 per cent 
credit. The average bill is 43 kilo- 
watt-hours, which makes a 21¢ refund 
on purchases. We have had only twe 
transactions in this way in 14 months 

“We don’t use the Consolidated 
Edison financing plan. It makes the 
dealer 100 per cent liable to recourse 
up to four months. We would rather 
make the customer pay more interest 
and put him on a no-recourse plan. 
It can be done you know. 

“We have an electric association 
in New York City. It is as good as 
possible, but it is impossible for an 
association to represent utilities, man- 
ufacturers, and dealers. For example, 
the utilities want to sell power, manu- 
facturers want to get volume, and 
dealers must, maintain price. 

“The Consolidated Edison promo 
tion does not always work out to a 
dealer’s best interest. For example 
one December they carried promotion 
offering a radio, a floor lamp, an iron 
and a toaster all for $19.95. Thi 


dealer made only 25 per cent on it, 


and this was right before Christma 
when he should have cleaned up or 
other merchandise. It cut into his 
profits. 

“It is impossible to sell the for 
eigner with language alone,” Mr 
Goldberg declared, and he sells al! 
nationalities down there on Heste 
Street. “You've got to sell him witl 
a demonstration, let him feel the 
thickness of a refrigerator door, and 
go over the whole thing manually. 
That’s why the hands are used so 
much in talking. With the foreign 
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@ Draws in 100% fresh outside air 


@ Washes out dust, dirt, lint, 
smoke and plant POLLEN! 


@ COOLS air to COMFORT point 


@ Circulates gentle, refreshing, 
draftless breeze throughout room 





Here, at the lowest price ever offered, is 
USAIRCO Dependability in a package cooling 
unit . . . the same successful basic principle 
used in thousands of large Kooler-Aire theatre 
installations. 


Expands Your Market! 


NOW you can sell much wanted “relief from 
the heat” to many who heretofore could not 
afford it. Now you can offer a practical, effi- 
cient, LOW COST air-cooling and purifying 
unit for doctors’, dentists’ and other small 
offices . . . for hospital and hotel rooms .. . for 
small beauty parlors and shops... for homes 
and apartments. 

Just place this unit on window sill, close 
window to top of it, fill tank with water (no 
drain required), plug in the cord, turn on the 
switch and presto! .. . the refreshing breezes 
Eee ee, start circulating through the room. Also si- 
iy lences outside noises. Exclusive air directional 
control assures most pleasing results without 
drafts. Can be moved from room to room. 
Attractive appearance, low-cost operation. Can 
' be used as humidifier in winter. 


Kooler-Aire Portable ROOM UNIT Right now is the time to sell the Kooler-Aire 


Has the same air cooling, > purifying and circulating capacity Window Unit... all you need do is to demon- 
as the Kooler-Aire Window Unit, taking fresh air from strate it. aly one on 
open window. It has the additional advantage of being 
easily moved about on rubber-tired casters. your sales floor as soon 


as possible. 





— dda, 
Sy (ls 
tt 
















Sell Summer Comfort... NOW! 


, USAIRCO offers a complete line of cooling, ventilating and Mail This 

air conditioning equipment, including USAIRCO Home 2, N / 
Ventilator (attic fan), Midget Kooler-Aire for small stores Cu 

\ and shops, Exhaust Fans, etc. Write for USAIRCO Catalog / : 


and be prepared to meet any demand. 


} U ia | iT FE D S TAT Ee 5 U. poten CONDITIONING CORP. 
usAlRce AIR CONDITIONING CORPORATION icaeaauaiaieataireamaiaaiaaieel 


dil MINNEAPOLIS... . « MINNESOTA 


Send literature on USAIRCO Equipment. 
« Q ut 1PME n T 








| 

] 

| 

1 

| Territory We COVES. oc cccccccccccccccccccccccccscccscccceccccccee | 
New York City—420 Lexington Ave., Chicago—550 W. Washington Bivd., | ne | 
Phone Mohawk 4-0563 Phone Dearborn 7443 | SME eee e sere ee ee eee eee sees eee eeeeeee eee eeeeEeeeeeeeeseeees® | 
: In Canada—Canadian Air Conditioning Co. Ltd., Toronto, Ont. FLERE TE AS ORD : 
d Export Office—U.S. Air Conditioning International, Inc., 505 5th Avenue, New York, N.Y. | | 
5 | CY. occeccccccccccccccccccccccossccocscoocs StabO.occcccccccccces 
oO 
In 


U.S. AIRCO DEPENDABILITY PROVED by over 6000 THEATRE and COMMERCIAL INSTALLATIONS 


ue 
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THE PEDESTAL FAN 











of the Siasow 


| RING customers into your store 
with this eye-stopping new R & M 
model—the De Luxe with pedestal 


mounting. 


It’s different. It increases fan sales, 
just as bridge lamps increase lamp 
sales. It impresses every one who sees 
it, as a practical, worth-while improve- 
ment over conventional fans for con- 
stant use in homes that want the best. 


It has new talking points. Unlike the 
usual fan, which must be placed on a 
table or shelf, this fan may be located 
wherever there is floor space—in the 
best spot for delivering a breeze. And 
its height may be adjusted from 3 feet 
to 4 feet 9 inches. 


The fan itself is the famous R & M 
De Luxe 
three speeds: or 10-inch oscillating, sin- 


12-inch oscillating, with 


gle speed. Any are of oscillation is pos- 
. The fan, with bright 
plated guard and beautiful baked ma- 


sible, up to 95 


hogany morocco on all other parts, 
makes a striking combination. at home 
in any living room. 


The sales companion to this pedestal 
fan is the R & M De Luxe for table use 
the handsomest fan in America. 
Three sizes, 10-, 12-, and 16-inch, all 
oscillating, enable you to sell the best 


fan for every need. 


R& M De Luxe Table Models 
Pedestal Models 


$15.95, $29.95 


$37.50 $21.45, $36.95 


Feature R & M De Luxe fans this season —and see how many of your cus- 


tomers are looking for more quality and more efficient service! Robbins & 


Vivers, Inc 





MOTORS + HOISTS - 
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CRANES 


» Springfield, Ohio; Robbins & Myers, Ltd., Brantford, Ontario. 


OBBINS & MYERS 


* PUMPS .- 





FOUNDED 1878 


trade low more important 
than the manufacturer’s guarantee, 
and it is nothing to have a customer 
make the request that the best features 
on each box be assembled into one 
special box for his own use. Willing 
to trade anywhere, often victimized, 
the foreign-born New Yorker pins 
his faith on nationally advertised 
So that’s why you see in 
the Goldberg store, Crosley, 1900, 
Norge, Westinghouse and GE wash- 
ers, Magic Chef and GE electric 
ranges, Crosley, Fairbanks-Morse, 
Hotpoint and Westinghouse refriger- 
itors, Emerson, Zenith and GE radios, 


price is 


brands. 


Proctor and Toastmaster toasters, 
Sunbeam space heaters, and Eureka 
vacuum cleaners.” 

Into a community that has been a 
dumping ground for junk, a popula- 
tion center that was suspicious in one 
moment and credulous in the next, 
the Consolidated Edison Company is 
gradually bringing order out of chaos 
By concentrated promotions, by forc- 
ing dealers to do business profitably, 
by backing only standard merchandise 
the utility hopes to build new high 
levels in the electrical field that most 
of New York’s European population 
this world 


has never known in 


But There Is Another New York 
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Wanamaker's bridge is a landmark below |4th St. in New York. 


n the group and the larger, more 
xpensive models flanking it on either 
side. With the group arranged in a 
semi-circle, the salesman on the floor 
has little difficulty leading the pros- 
pect, by merely turning slightly, to 
the more elaborate, larger models. 
This is a variation of the usual pro- 
cedure where the smallest appliance 
is at the foot of the display line and 
the larger ones, in order are stacked 
up in progression. Another Gimbel 
stunt: display cards telling the fea- 
tures and prices of the various models 
is removed from the top or sides of 
the machine. When the salesman 
swings open the door of the refriger- 
the display card may be seen 
inside of the door. 


ator, 
fastened to the 


Salesmen’s Commission 


Salesmen in New York department 
stores are paid about six or seven 
per cent commission, work chiefly on 
the inside except for occasional fol- 
low-up of leads on the outside. Very 
few of these materialize, however, and 
the effort is generally made to close 
the sale in the store and in the pres- 
ence of the customer. There is no 
qutside canvassing, or cold can- 
vassing which is in general depart- 
ment store custom. Advertising, with 
fairly prominent space, frequently in- 
serted, naturally plays a big part in 
the department store setup. Full pages 
are not uncommon to announce re- 
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frigerator or washer 

There is another angle to New York 
appliance selling which is as far re- 
moved from the Hester Street dealer 
type of operation as Park Avenue and 
Tobacco Road: the high-class spe- 
cialty store such as Kellogg & Burtine 
on Madison Avenue, Lewis & Conger 
in their own building on Sixth and 
Hammacher & Schlemmer, the old 
hardware nabobs of the Gotham car- 
riage trade. These establishments 
exist almost on a plane of. their own 
Dignified presentation, old and faith- 
ful customers money to 
and emphasis, laid with a heavy hand 
reputations. In the latter 
two establishments, one is waited 
upon, if only for an egg-beater, with 
the same air of dignified aloofness 
you would meet in Dunhill’s or 
Brooks Brothers. Quality and_ the 
rendering of service to the customer 
take precedence over price and volume 
There is no need here to talk with 
the hands. Definitely not. 

Between these poles of the Hester 


promotions 


with spend 


on their 


Street dealer, the department stor« 
and the high-class specialty sho; 
exists still another type of volume 
appliance business—in the vacuu 
cleaner field, In the New York 
market proper—that is, Manhattar 


island with its hundreds of thousands 
of apartments—the vacuum cleaner 
occupies a place of unique affection 
compared to other cities of near|) 
comparable size. The reason is no 
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hard to find. Apartment houses have 
quipped their kitchens with refriger- 
tors and ranges. That is an out for 

» dealer except insofar as the larger 
vholesale movement of refrigerators 
is concerned. Washers and ironers 
re all right in the house in the 
iburbs but there is no room for them 
the apartment. And so the field is 
left pretty much to two other appli- 
inces—radio and vacuum cleaners. 
‘Veedless to say, the radio has found 
high degree of saturation and re- 
jlacements constitute the major part 
{ the business. The vacuum cleaner, 
, may be found in most of thes 


land “homes” but often is in a 
tty sad state of repair. This has 
ved to be a lucrative field for 
1cuum cleaner companies operating 
a sale direct to the user basis 
But in addition, there has developed 
organization known as the Hub 
Vacuum Cleaner Company which 
services and sells cleaners exclu 
sively. They operate seven completely 
utfitted stores in and around the New 
York territory and it is a pretty fair 
guess that they do the biggest cleaner 
volume of any type of outlet in the 
‘ity. A central factory, located in 
the Bronx, serves as a warehouse and 
repair center where cleaners are re- 
built and at an average cost to the 
wwner of about $6. True jaloppies 
ire disposed of to gyp outfits who 
peddle them through the South and 
ther outside territories where in- 
‘omes are low. Prime suckers for this 
sort of merchandise, according to one 
§ the Hub execs, are policemen and 
iremen. When you can’t sell a phony 
inywhere else they will fall for it, 
says. Just thought you’d like to 
now. 
Somewhat in line with the Hub 
ethod of doing business on a volume 
scale with a single appliance are the 
Javega and Vim outfits who operate 
tores all over the city and are volume 
overs of radio and refrigeration. 
[hese are primarily sporting goods 
shops but the emphasis, unlike our 
friends of the Park and Madison 
\venue type, is on price and volume. 


Demonstrating in the 
Demonstrator’s Home 


\. novel means of displaying and 
lemonstrating electrical equipment is 
n use by Ralph Wiscombe and Levi 
Long of Ralph’s Radio and Appliance 
mpany of Provo, Utah. 

Mr. Wiscombe believes that electri- 
il equipment is, not at its best in 
store surroundings and therefore has 
nade an arrangement with Mrs. 
harles Elliot, a well known local 
ooking demonstrator, whereby pros- 
ects may be taken to her home at 
ertain hours of certain days, where 
they may see the equipment in action 

her attractive kitchen. Not only 
loes the salesmen have the opportun- 
ty of reciting his statement of ad- 
intages under the most favorable of 
surroundings with the savory odors 
ff cooking proving that the pudding 
s to make excellent eating, but Mrs. 
Elliot puts in a word or two, speak- 
ng both as a housewife and as a 
cooking expert. The result is a far 
nore convincing demonstration than 
any that could have been made in the 
store. 





World’s Greatest 









Summer 


Market 
JULY 5-16 


Buyers congregate, where sellers con- 
centrate!—At the world’s greatest concen- 
tration of major appliances and housewares. 





Under the same roof with more than 
800 other producers of home furnishings, 
you'll find the displays of the leading home 
appliance manufacturers — their newest 
innovations. 


Write Today For 
Admittance Passes 
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UNDISPLAYED 


15 Cents a Worp 
Positions 


MINIMUM CHARGE $3.00. 
Wanted (full or part time salaried 
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Z _ = ce — POSITION WANTED 
PADS, COVERS AND BAGS NEW A ADS PRICE REDUCTION! 7 a . 
on * ——- - = ~ PURCHASING AGENT OR ASSISTANT— 
All Types — eight years experience, now employed < 
E ads and , \ r nachin - ee 4 ust be rece i by ® 4 sires to locate with large manufacturer 
tl ‘ al bag h the n : a} ar in ssuc 4 rmature ewin in electrical appliances, motors, electric toc 
. , rex Ss Ww 4 Stree u da = ete., with future. Age 29, single, private 
bet school graduate and attended business col- 
— ae — Modern 99c lege Have had various experiences in the 
manufacturing fleld. Go anywhere Frar 
Factory Methods Broeman, 745 So. 44th St., Louisville, K; 
All Standard Vacuum Cleaner Armatures — = 
SALESMAN AVAILABLE 
Hoover, Hamilton Beach & 25 aiaiianaaiiian 
and similar sizes....... ELECTRICAL SPECIALTY SALESMAN nv 
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offer real economy 
sturdily made to prevent 
scratching and marring. Write 
for latest folder and prices 
on pads for refrigerators, 
washers, ironers, phonographs, 
radios, ranges, furniture, ete; 
also carrying harnesses and 
straps. 
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BEARSE MANUFACTURING COMPANY 
ya's * ‘ 


REFRIGERATORS 





EVELAND AND. 
ct. Louis ; 


—_ Ninel oat Gificie 


all ynalheeds 





*SELF LIFTING 
TN lemme) @ oer 


FINDLAY, OHIO 
‘How to Get RELIABLE 
Temperature Records 


@ You know how important tem- 
perature records are for test or 
installation work. But do you 
know about Practical recording 
thermometers? Endorsed by serv- 
icemen and engineers. Used in air 
conditioning, refrigeration, and 
heating. Unusually low priced. 
Sturdily brilt. Guaranteed. Give 
dependable records. Completely 
portable and self-contained, 7% in. 
high. Get complete information. 


15 DAY TRIAL: Act at 
once! Ask your jobber; 
or write to us for prices, 
description, guarantee, and 
15 day trial terms Ask 
for the “1938 OFFER.” 
Address: Practical In- 
strument Co., 2717B N. 
Ashland, Chicago. 


PRACTICAL temans 











Write for our 90-page Vacuum Cleaner Parts Catalog 


CHICAGO APPLIANCE CO. 


812-14 N. Wells Street, Chicago, Ill. 








Used Washing Machines 


Easy spinner models—Savage and other 
makes. 
Also Ironers 
J. A. MIDDLETON 


644 Central Ave., East Orange, N. J. 
One lot at one ay 











RADIO IN IT’S ENTIRETY! 


“B-A” serves the trade with every aced le 
redio—complete 160-page catalog of ae 
tionally known redic receivers, public ed 
dress, parts, supplies and equipment. Or- 
dere shipped same day received. 


COMPLETE CATALOG AVAILABLE 
BURSTEIN-APPLEBEE CO. 


_— 
1012-14 McGEE ST 
KANSAS CITY. MO 











ONQUWH 2 FENCE 


SUNSHINE LAMPS 








CURTIS MFG.. 833-A E. 55th, CHICAGO 
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LIMITED NUMBER of direct factory rey 
sentatives on liberal basis for sale of 
established high grade line of home laun: 
equipment through distributors, departms 
stores and specialty retailers. Line includ 
roners and Extractor washing machines 
addition to regular Wringer models. G 
experience, references and age in first let 
RW-509, Electrical Merchandising, 520 

Michigan Ave., Chicago, Ill 
HE RE'S A EAL SIDELINE all your 


mer need New, noncompetitive 
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demonstration a sale Sells itself Si 
inexpensive, readily carried. Big easy prof 
Write now Dept. 2, 2626 Washingto 
Chicago 


MANUFACTURERS 








REPRESENTAT 


IVES 


WANTE D Salesmen covering the elect 
cal trade or fast selling utilities write p: 
ticulars and territory covered Light 
Power Patented Utilities Co., In« 122 § 
Avenu New York City 

WANTED 
ANYTHING ~~ n re mason that wanted 
the field ve ectrical Merchandis 
ing a“ t d thre ugh bring g 
it te the ’ jouBaNnds ¢ I 
whose terest is assured because this is t 
business paper they read 
















39" V Belt ——-—-2 for 25c 

21/4" V Pulley ———— 9% 

Motor Couplings ——— 15c 
Send for CATALOGUE, Dept. M 


BUCKEYE VACUUM CLEANER SUPPLY CO. 
Cleveland, Ohio 





—VACUUM CLEANERS— 


Do Your Own Rebuilding 


5000 In Stock All Complete 


Write for Low Quotations 


RENEW Sweeper “Co. 
9591 Grand River, Detroit, Mich. — 

















NEW 1938 < 


FREE! EDITION 


“HOT SHOTS” 100-Page Catalog 


© Quality Vacuum Cleaner Parts 
LISTING © Modernized Vacuum Cleaners 


RENEW Sweeper Co. 
== 9591 Grand River, Detroit 
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“KEEP IT RUNNING" 


Satisfactory operation is 
customer satisfaction. 
she'll come back. It's the repeat ae —_ count. 

Parts, Services and Accessories play an 
important part in building your Susiness. It can 
keep you posted on where to obtain your require- 
ments in keeping your customers’ appliances in 
good running order. 


real contribution to 
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e satisfied sales 
e larger profits 


To the wide awake dealer we offer our 
new 1938 streamline attic type ventilators. 
Sizes 22” to 5’. All G-E powered. All 
have an approved A.H.V.E. capacity 
rating. Call your distributor or write, 
wire or phone NOW for our catalog, 
prices and complete sales promotion plan. 


SHREVEPORT 
ENGINEERING 
CO., INC. 

1241 Dalzel St. 
SHREVEPORT, LOUISIANA 











There’s an 


AEROCAR 
DISPLAY: UNIT 


For Every Sales 
Requirement 


UTILITY 
TRAILER 


TWO-WHEEL 
DISPLAY COACH 





THREE-WHEEL DISPLAY COACH 






l'—~ 
| Ven 
AEROCAR SALES COACH 
Whatever your requirements, 


from a utility trailer to a cus- 
tom-built sales coach, Aerocar 
can fill your needs exactly. Its 
designing and engineering su- 
periority have made Aerocar 
America's largest commercial 
Write for infor- 


trailer builder. 
mation today! 


AEROCAR 





COMPANY OF DETROIT 


4809 Cabot Ave., Detroit, Michigan 
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But in the meantime this sin 
cere merchant has to carry on against 
seductive of 
’s more for less appeal, front- 


or 


ache 


the charms his com 
petitor 
porched with orange handbills, be 
maelstrom of price selling. 
ase, he takes it on the 
obably like to murder 

his high pressure 


i> 


swept in the 
In either c 
chin. He'd pr 
this guy along with 
Sut, being a law-abid- 


> 


yr ganization. 
ing citizen, what next? Such stale 
sales seed will ruin the ne 
possibilities for a long time thereafter, 
after this competitor has 
swept up an cleaned out, thinks Sam. 
3ut will No, if 
hang on through this criminal activity, 
h neighborhood disgust will 

to make surrounding 
yack to him for they 
cannot get 


along without electrical appliances, and 


ighborhood 


chiseling 


i 2 
ne! 


Sam can only 


suc have 


eventuated as 


} 
families come 


ionest, they 


know he is 


they have been buying corns on their 
toes. 

Why chiseling? It forces a market 
for the moment, but nothing is pet 
manently gained. Why do manufac 
turers produce for distress, as has 
been the case this yeat ? Why do we 
ontinue to sell price alone, with the 
product tagging along in fine print? 
Why do certain merchants dare to re 
produce a 1938 model illustration at a 
price concession in copy involving 
1937 models? Why should distribut 
ors be loaded with inventory? Why 
not even things out so that everyone 
can steadily gain the just earning 
power and profit that necessitates the 


maintenance of an equitable distribu- 


tive system? There is the challenge 


for the electrical industries. 

If the associated factor can produce 
a code of ethics for the elimination of 
premiums and other fair trade activi- 


ties, why t they be ingenious 


find 


correcting this 


cann 
sufficiently to 
of 


definitely 


some positive 


method more ne- 


farious, injurious tendency 


of a lunatic fringe to corrode the 
legitimate business operations of all 
in this most important of all indus 


tries, electrical appliances? 

It is getting so that one expects to 
get a grand piano with every package 
Chiseling 
Trained shoppers, 
ten 
able to bargain the dealer 
out of prices for electrical appliances 
at 10 per cent above the known dis 
Tests on 
twenty salesmen found twelve of them 
willing to split commissions with the 
consumer. Distributors found 
secretly trading retail at their margins 
to the detriment of merchants they 
were supposed to serve. What the 
hell? 

This is an economic problem, more 
important than new product models or 
rules that can be broken overnight. 


of lead pencils purchased. 
takes many forms. 
recently in 


calling on dealers 


cities, wer« 


tributor or factory price. 


were 


It is a permanent problem that chal- | 


lenges genuine research and considered 
thinking. Without a solution to it, 
the industry will increasingly suffer 

and I mean consumer, manu fac- 
turer, distributor, merchant and sales- 
man. Let’s be at it, somehow! 


1938 








It’s the unanimous verdict of refriger- 
ator users that the greatest need for ice 
cubes is on those frequent occasions 
when one, two, or three persons want 
a few ice cubes in a hurry. 

And it’s the unanimous verdict of 
Presto Tray users that on/y Presto Tray 
with rubber grid gives one or a dozen 
cubes instantly, full-sized, cold and dry, 


THE VERDICT IS_ 


PRESTO ICE TRAY 





without disturbing the others— without 
fuss, bother, or waste. 

So, to influence a favorable verdict in 
favor of your refrigerator, have your 
salesmen demonstrate conclusively— 


and quickly—how the Magic Finish 
Presto Tray with Rubber Grid gives all 
the advantages of a fast-freezing metal 
tray plus all the conveniences of a rubber 
grid. 

If you have not already done so—be 
sure and insist that your new refriger- 
ators come factory-equipped with Magic 
Finish Presto Ice Trays. 


INLAND MANUFACTURING DIVISION 


General Motors Corporation Dayton, Ohio 


WHEN A FEW ICE CUBES ARE PLENTY_ DONT RAID A TRAYFUL_USE 


PRESTO Not Tn 


Z 


My, 
ey, 
Yt 
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WZ aAtC 
IP omen’s 


Every month the national women’s magazines carry articles 
on some phase of home electrification, lighting, wiring and ap- 
These articles are expertly written and illustrated 
Women in your community are reading them and 


pliances. 
attractively. 
smart merchandisers are putting 


dows, in their stores and in letters to their prospects. 
To help you keep informed, Electrical Merchandising intends 
to report each month the articles which will appear in the suc- 


ceeding month’s issues of the 
Thus, in the July issues of the 
following material: 


MeCall’s Magazine 


Kathleen Robertson again con- 
tributes a timely article on the ad- 
vantages of the electric roaster for 
ummer cooking, entitled “Rx for 
Hot Weather Comfort—Take one 
roaster to porch or terrace,” in the 
July number of McCall’s. Mary Tur- 


ner, director of home service for 
Potomac Electric Power Co., in 
Washington where hot summers make 

vasters popular, assisted Home 


ervice women take notice 


Household Magazine 


\ two-column range article in the 
Searchlight-Approved” section of 
the July issue of Household Maga- 
zine gives readers some good pointers 
to keep in mind when shopping for 
in electric range The advantages 
1f a well-cooker and enclosed burn- 
ers, which make possible to cook 
ym retained heat, are brought out. 
\ Frigidaire range is used to illus- 
trate the article. Use this on your 
range prospects 


Ladies’ Home Journal 


In “Change for Summer” Grace 
L.. Pennock, household editor of the 
Journal, gives labor-saving sugges- 
ons for summer cooking through the 
use of an electric refrigerator, and 
range. Illustrated suggestions for 
roiler, oven and well-cooker meals, 
ind a list of food that should be kept 
on hand in the refrigerator make 
vonderful arguments for 
elling of appliances. 


summer 


Better Homes & Gardens 


‘Ladies, Be Seated!” is the title 
of an ironer article appearing in the 
July issue of Better Homes & Gardens 
by Grace Ellis which everyone in- 

rested in home laundry equipment 
will find interesting. In this article 
Miss Ellis answers such vital ques- 
tions as “How much will an ironer 
cost to operate?” “How much time 
will an ironer save?” “Where could 
[ put an ironer?” “What can an 
roner do?” “How soon will I learn 
to operate my ironer efficiently?” 
rhe article also gives some excellent 
shopping tips for ironer owners. 


Parents’ Magazine 


In the Home Development Section 
of the July issue of Parent’s Magazine 
an article by Brewster S. Beach en 
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Magazines 


titled “Cool Comfort for your Home,” 
discusses the attic fan as a low-cost 





h the 


them to work—in their win- 


leading women’s magazines. 
magazines, there will be the 


way to defeat a rising temperature 
An illustrated diagram in the article 
will show many people for the first 
time how an attic fan operates. This 
article should be of considerable in 
terest to dealers handling this equip 
ment. All the advantages of 1938 
electric refrigeration are analyzed by 
Sabina G. Sutton in another article 
in the same issue entitled ‘Modern 
Refrigeration.” She points out that 
cold is generated on three to six cents 
a day, freezing ice is 25 per cent 
faster, and it sells for 15 per cent 


1 


less than last year’s model. 


Good Housekeeping 


4 — *r comfort is the theme 
of * A B C of Keeping Cool”, an 
irticle oe tee Alder, consulting 
engineer, and Helen Ridley, home 
economist, of Good Housekeeping In- 
stitute, appearing in Good House- 
keeping for July. Attic fans, kitchen 
ventilating fans, ordinary fans and 
individual room coolers are recom- 
mended as comfort producing devices 
which can be easily installed in most 
homes. Readers are reminded, too, 
that electric ranges, portable roasters, 
refrigerators and other electric appli- 
inces are year ‘round equipment 
which helps make hot weather more 
bearable by simplifying and lighten- 
ing household tasks. In the July 
issue of Good Housekeeping, Good 
Housekeeping Studio also has a fasci- 

ating article, well illustrated, on 
namental garden illumination. It 
ypens an entirely new and profitable 
market for the alert electrical 
merchandiser. 


Woman’s Home Companion 


In the July issue of Woman’s Home 
Companion, Elizabeth Beveridge il- 
lustrates the advantages of a well- 
organized refrigerator under the title 
“Help Yourself.” Illustrated are the 
cold drink shelf for thirst-quenchers ; 
the snack shelf for lunchers and mid- 
night raiders; the salad corner where 
vegetables and fruit are kept crisp 
and fresh; and the advance meal 
shelf where foods prepared ahead 
may be placed. “Clothes Take a 
Holiday” by Gertrude L. Smith is 
another article in the July Companion, 
on the advantages of the latest in 
travelling irons. 
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The Merchandising Month 28) L. &. Moffatt 
Tell It to New York With Your Hands 8y Tom F. Blackburr 


Our mid-western editor, accustomed to analyzing the problems of 
the small-town dealer, takes a good long look at the New York appli- 
ance market with amusing, and informative results. 


... But There's Another New York By Lourence Wray 


In all fairness, we had to present the somewhat classier side of New 
York appliance retailing and here it is. 


"Sales Mean Jobs"”........... 


A pictorial representation of the Nash- Kelvinator crusade in Lincoln, 
Neb., to prove that selling will overcome depressions. 


Interior Sales Appeal sy Mary Davis Gillies. 


Last month we showed you how to doll up the exterior of the app.i- 
ance store. Here is the interior story. 


Washers to Crash the Big Time 


First announcement on National Washer-lroner Week, Oct. 23-29. 


The Industry's Maggots 8, Gerald £. Stedman 


In which our two-fisted sales training expert takes a profane crack 
at price chiselers and ‘‘fire-sale” artists. 


Brooklyn's Brownstone Guinea Pig 


Electrical modernization in an old Brooklyn brownstoner brought a 
1400 per cent increase in rents. 


Home Service Methods That Have Succeeded 
By Clotilde Grunsky 


The experiences and ideas used in seven western power companies 
by home service departments. A lot of meat for thought here. 


Enlisting Radio Amateurs to Sell lroners 
By J. Clark Chamberlain 


A unique stunt employed by the Electrical Development League of 
Southern California to acquaint the public with the ease of ironer 
operation and provide plenty prospects for dealers. 


Insulation and Air Conditioning Go Hand in Hand 


Long-Bell Lumber of Oklahoma City point a necessary argument in 
air-conditioning selling. 


Cookingless Cooking Schools 8) Henry W. Young 
A dealer with an idea about electric range presentation. 


K G & E Goes toa Party By Norman Jacobshagen 


. and finds out that range salesmen that can cook bring home the 
bacon. 


A New Wrinkle in Laundry Promotion 


The Taylor Company in Cleveland present “Linen Closet Secrets.” 


News—People, Products, Plans .. 


The Product Parade By Anna A. Noone 1k. en 
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ANNA A. NOONE, Home Appliance Editor 
MARGUERITE COOK, Market Analyst 
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